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Rough Proofs 


Gladys the beautiful receptionist 
says she wonders if the magazine 
writers are now getting paid for 


—‘The End.” 


7 ¥ 


Lynn Waldorf, Northwestern 
football coach who has joined up 


spirit from the Western Confer- 
ence. 
7 3 ¥ 


“This is about a guy named 
Kelly,” says the A. C. Nielsen ad, 
with a footnote explaining, “That’s 
not the real name, of course.” 

Then why not use Duffy? 


7 ¥ ¥ 


“Can I use pentachlorophenol to 
treat beehives?” is a question 
which Farm Journal says came 
from one of its readers. 

Sure he is a dirt farmer? 


- ¥ F¥ 


“You buy a pen to write with,” 
insists Waterman. 

Even deep sea divers have to 
come back to terra firma once in 
a while. 

-. F 


Progress recorded in seventy- 
five years of endeavor by Hole- 
proof Hosiery is demonstrated by 
the fact that they started at the 
foot and have worked their way 
up to girdles. 


, ¥ F 


“Rochester dailies publish as 
unions end long strike,” headlines 
the world’s greatest advertising 
journal. 

And Nelson Poynter, the St. 
Petersburg independent, just sits 
back and laffs and laffs. 


, i A 


“Ts eating important?” asks CBS, 
showing a husky youngster taking 
a healthy swig from a bottle. 

If you’re talking to admen, they 
may say sure it’s important, but 
drinking looks like fun, too. 


7, + 


The man in the street is joining 
the man of distinction in promot- 
ing Calvert whisky. 


[The two leading lights in radio audience research—A. C. Nielsen 
with California, may be expected | and C. E. Hooper—appeared jointly on the program of the Radio Ex- 
to import some of that old Wildcat | ecutives Club of New York Thursday. Digests of their prepared talks 


are presented here.] 


NEw YorK—C. E. Hooper, who 
has long talked of combining his 
telephone-coincidental radio pro- 
gram rating technique with a lis- 
tener-diary system to produce na- 
tionally projectable ratings, sprang 
the latest development in this di- 
rection Thursday (Feb. 20) on the 
Radio Executives Club here. 

“May I announce,” he said, “‘that 
acceptances have come in from a 


work, agency and advertiser per- 
sons who tomorrow are to view the 
first formal presentation of what 
we believe they will consider an 
acceptable national rating plan, the 
perfection of which has been our 
consuming passion for several 
years. 

“This new survey will produce 
national radio measurements which 
convey all of the elements of in- 
| formation you have been wishing 
you had, based on a sample 
staggering in size, truly represent- 
ing all places and all people in 
the U. S. , 


‘Big Enough’ To Do Job 
| “Tt will, in truth, be the first 


‘radio audience measurement ever | 


| 


|conceived which is big enough to 
|encompass this enormous sprawl- 
ing medium, network radio... 
| “It, added to the vast reservoir 
| of existing radio facts, should con- 
| vince radio’s last doubting Thomas 
that the medium he represents 
really tells more before you buy it 
about what you are going to get. 
It likewise gives you more and 
more pertinent information faster 
about what and how you’re doing 
than has ever before been pre- 
sented to an advertiser anywhere.” 
The information that will thus be 
made available to time sellers, 
said Mr. Hooper, should “not only 
|destroy every trace of inadequacy 
‘or inferiority which may possess 


Hooper and Nielsen Fight It 
Outat Radio Execs Meeting 


the last two words of their articles’ Hooper Announces New ‘Truly National’ Radio 


Ratings; Nielsen Insists on 'Deeper Digging’ 


small but important group of net- | 


<t 


THE GREATEST, NEW BREAD IDEA IN YEARS 


1 & 
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Southern Join7ack Bread 


ZIPPERED BREAD — Columbia Baking 
Co., Atlanta, reintroduces Twin-Pack 
bread, with a zipper holding two sealed 
halves, with this newspaper message in 
southeastern states. Nationwide mar- 
keting of the product is expected soon. 


Twin-Pack Bread, 
Lipper and All, 
Bows in South 


Columbia Baking Runs 
Record Campaign for 
Postwar Product 


ATLANTA—With the kickoff 

scoring a record promotion in the 
Southeast, wholesale bakers 
throughout the nation soon will 
introduce and advertise Twin- 
Pack, novel packaged bread with 
a red cellophane “zipper.” 
. The new idea in bread packag- 
ing is making its postwar bow in 
southeastern states through an ex- 
tensive campaign launched Feb. 
10 by Columbia Baking Company, 
through Freitag Advertising 
Agency. 

Twin-Pack is hailed enthusias- 
tically as “the first major innova- 

(Continued on Page 65) 


| New York — Taking a lusty 
swipe at the validity of coinci- 
dental radio ratings in passing, 
A. C. Nielsen, head of the Nielsen 
Radio Index, told the Radio Ex- 
/ecutives Club Thursday that pro- 
| gram ratiags “that really measure 
| audience size” constitute the first 
|fundamental step in determining 
| what program to buy and how 
| much to pay for it. 
They are not, however, a com- 
|plete answer to this problem, he 
|said. In addition to measuring the 
| size of the audience, it is also es- 
| sential to “measure the quality of 
|each program, i.e., the adaptabil- 
| ity of its audience to the selling 
needs of the sponsor,” and then to 
apply “diagnostic tools to the pro- 
gram, and thus act swiftly and 
surely to increase both the quan- 
| tity and the quality of the audi- 
|ence reached, and hence increase 
| constantly the value of the spon- 
sor’s investment.” Mr. Nielsen 
| demonstrated how this is possible 
‘with Nielsen Radio Index data, 
| with the aid of a battery of charts. 


Not a Complete Answer 


Hammering away at his point 
that it is “utterly ridiculous” to 
|use coincidental ratings as an in- 
|dex of audience size because the 
urban telephone home sample is 
|not typical, Mr. Nielsen declared 
| that the NRI mechanical and elec- 
‘tronic method provides a true 
| measurement of audience size. 
“But,” he added, “even with a 

(Continued on Page 70) 


Last Minute News Flashes 
Campbell Soup Expands Promotion 


CaMDEN—With more ingredients and tinplate available, Campbell 
Soup Company plans a considerable advertising expansion in both 
radio and magazines, said R. M. Budd, advertising manager. The fact 


As Lincoln said, the Lord must |, gio people today, but literally | that all 21 Campbell’s soups are now available for the first time since 
have loved the common people, he | puts every other form of adver-| 1941 will be promoted in a “21 Gun Salute” on the Hildegarde, Jack 


made so many of them. 
~ | 


George Wever thinks sending a 
raccoon tail to advertisers with 
the plea “not to brush our tale 
aside” belongs to the “Mongolian 
idiot fringe” of media promotion. 

Not if the promotion man also 
had the assignment of capturing 
the raccoons. 


7, Ve 


An advertising agency is look- 
ng for an account executive who 
an use “approximately correct 
fork.” This business is beginning 
to concern itself with the finer 
things of life. 


vgy¥e? 


The Creative Man objects to 
P&G’s headline, “How to bring out 
the wolf in a man,” but it’s pos- 
ible the ladies like their men 
just a bit wolfish. 

Copy Cus. 


‘tising on the defensive.” 


Defends Radio Measurements 


Mr. Hooper’s disclosure that he 
is ready to move a step further in 
activating his projectable rating 
plans came at the close of a talk 
which he devoted mainly to a 

(Continued on Page 67) 


How Important 


is agency size? See 
_ editorial on Page 12. 
_ Other features: 


 Adstibbiag eas 12 


| Coming Conventions 5I 
| Department Store Sales 60 
| Feature Page ive as 
Getting Personal ste oe 
Information for Advertisers 12 
In Washington i .. 43) 
Photographic Review + 
Private Lines ....... eck 


| Rough Proofs ........ 
| Voice of the Advertiser 


Carson and Bob Trout network shows from March 13 to 22 and in a 
color page in nine magazines, through Ward Wheelock Company. 
Campbell’s Franco-American food products also are being reintro- 
| duced. 
‘Liebmann Breweries Names FC&B 

New York—Liebmann Breweries, Inc., Brooklyn, maker of Rhein- 
gold lager beer, will soon transfer its account from Young & Rubicam 
back to Foote, Cone & Belding. Liebmann’s current advertising 
budget is about $2,000,000. Lord & Thomas, predecessor to FC&B, 
handled Liebmann advertising for many years. 


Stewart-Warner Doubles Radio Set Promotion 


Cuicaco—Stewart-Warner Corporation is “more than doubling”’ its 
1946 advertising and merchandising program this year. Included will 
be color pages in national magazines, pages in trade publications, 
dealer merchandising aids and a cooperative distributor-dealer pro- 
gram in newspapers and other local media. Henri, Hurst & McDonald 


is the agency. 


Gallowhur Plans New Insecticide 
New YorK—Gallowhur Chemical Corporation will introduce an in- 
secticide soon through Buchanan & Co., which also handles the com- 
pany’s Skat insect repellent. Name of the product and advertising 
plans have not been revealed. Advertising for Skol and Skol cream 
are now handled by Gahagan, Turnbull & Co. 
(Additional News Flashes on Page 71) 


Advertising Takes 
a Beating at P.0. 
Rate Hike Inquiry 


Senators Show Desire 
to 'Soak Big Guys' 
and Boost All Rates 


WASHINGTON—A grave threat to 
the cost structure of printed ad- 
vertising shaped up here as the 
Senate civil service and post office 
committee opened hearings Tues- 
day with the intention of finding 
some solution to a projected $300,- 
000,000 postal deficit during the 
coming fiscal year. 

If the tenor of committee mem- 
bers’ questioning is an indication 
of the temper of Congress, it seems 
apparent that: 

1. All postal rates except air- 
mail and first class will be raised. 

2. Advertising will take a spe- 
cial beating, first through sub- 
stantial increases in the rates for 
third class mail, and second, 
through equally substantial boosts 
|in second class mail, with the 
likelihood that the large publica- 
tions—that is, those with the 
largest advertising volume—will 
be socked especially hard in order 

to ease the going for weekly 
|newspapers and other’ smaller 
publications. 


More Data March 4 


Departmental witnesses before 
the Senate committee, including 
Nelson B. Wentzel, the depart- 
ment’s rate expert, wiggled out 
of making a firm recommendation 
on second class rates by promis- 
ing to come back March 4 with 
additional data, but Mr. Wentzel 
was less reluctant about endorsing 
other rate increases embracing 

(Continued on Page 71) 


| 
Minister Hired 


by Shoe Company 
Solely for Soul 


BRISTOL, R. I.—There’s a new 
and higher category of vice- 
presidents this week, thanks to 
the Bristol Mfg. Company, which 
has hired the Rev. Dale D. Dutton 
as vice-president in charge of 
Christian relations. 


The company, which makes 
shoes, hired the minister away 
from his pastorate at Bristol’s 


Central Baptist Church. 

At the company, Rev. Dutton 
will take his orders “from God,” 
according to Bristol’s president, 
Maurice C. Smith Jr. Mr. Smith 
said his new vice-president will 
be paid a salary, and will have a 
fund of from $20,000 to $100,000 
to further his work. 


Mr. Smith said his company 
did not expect to sell shoes be- 
cause of its venture into spiritual 
relations, but that it wanted “to 
employ an outstanding minister to 
render service to the religious life 
of our country and to humanity.” 


The new vice-president told his 
congregation he was resigning to 
become “a clergyman employed 
by industry to do good as he is 
led to do it.” 
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headed by Roger L. Wensley of | ing the war, chiefly because of the 
G. M. Basford Company, New/| paper shortage. 

York, it will expand a prewar | The bureau also has started to 
Four A’s acfivity in this field. O.| gather marketing data on Latin 
Karl Giesen is manager of the | America with the Bureau of For- 
bureau. | eign and Domestic Commerce and 
| The expansion is based on a | trade bureaus of those countries. 
/survey of Four A’s members which | The first result is a pilot study 
‘indicates growing interest in such|0n “General Marketing Factors 
| data, particularly on Latin Amer-/|in Brazil.” Plans for release of 
| ica and South Africa. these findings have not yet been 
| Questionnaires to Latin Amer- | announced. 


Four A's Starts 
Export Bureau 
Under Wensley 


Reports More Media 


Pay Cash Discount; 
Plans April Meeting 


NEw YorK—The launching of 
an export information bureau, 
progress in a campaign to get 
more media to pay the 2% cash 
discount, and plans for the 29th 
annual meeting to be held here 


ican media 


April 16-17 were announced by | 
the American Association of Ad-| 
vertising Agencies following its 
quarterly directors’ meeting last 
week. 

The export bureau will supply 
data on foreign media and mar- 


kets. Under a special committee 


have been returned 
by 1,230 publications and by radio 
stations. Publication data cover 
rates, circulation, mechanical re- 
quirements, advertiser schedules 
during the previous year, and 
sample copies. 
cludes rates, coverage, studio 
facilities, and programs in order 
of popularity. 


Hit by Paper Shortage 


The lists are being expanded 
daily and efforts will be made 
to keep the information up to 
date. About 10% of Latin Ameri- 
can publication media were found 
to have gone out of business dur- 


| progress 


Radio data in-| 


The committee on cash discount, 
headed by Gilbert Kinney, J. Wal- 
ter Thompson Company, reported 
“but still need of im- 
provement,” since the Four A’s 
revived its efforts in this direc- 
tion eight months ago. 

Fourteen newspapers have 
adopted the discount since last 
Sept. 1—among them the Chicago 
Sun, Dayton Herald-Journal, Los 
Angeles Daily News, San Fran- 
cisco Chronicle, Washington Post 
and Washington Star. In this 
period only one, the Phoenix Re- 
public & Gazette, has discontinued 
it. Usually adoption of the cash 
discount was in connection with 


According to the American Meat Institute, Indianapolis eats 


233 pounds of meat per capita annually, as against a national 
average of 149 pounds. . . . Nowadays it takes money to buy meat—so here 
is your index to a wealthy market. . . . To exploit this market 
to the utmost, advertise in its dominant newspaper, The Indianapolis News, 
for 77 years the first choice of central Indiana housewives. Sell where 


the money is, in the newspaper read by the people who spend money. 


THE INDIANAPOLIS NEWS | 


FIRST IN DAILY CIRCULATION e¢ FIRST IN DAILY ADVERTISING 
FIRST IN THE HEARTS OF HOOSIERDOM 


The Great Hoosier Daily Alone 
Does the Newspaper Job 


DAN A. CARROLL, 110 


E. 42nd St., New York 17 


The JOHN E. LUTZ CO., 435 N. Michigan Ave., Chicago 11 ¢ JOS. F. BREEZE, Bus. Mer., Indianapolis 6 
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rate increases. 

| Ninety-three newspapers repre- 
|senting perhaps 30% of national 
newspaper advertising volume 
| have not yet adopted the discount. 
| These, it was said, are mainly in 
a few large cities—among them 
New York, Chicago, Philadelphia, 
Los Angeles, Washington, Boston 


discount group includes the Hearst 


and San Francisco. The non-cash- | 


and Scripps-Howard newspapers. 
Several large city papers, 
the discount. 

Thirty business papers have 
adopted and two discontinued this 
discount since Sept. 1. “Especially 
gratifying,” the committee said, 
“has been the way that nearly all 
advertising business papers have 
endorsed” it. 

Ninety-five per cent of all gen- 
eral magazines continue to allow 
the cash discount. Our Army 
Magazine recently adopted it, and 
none has discontinued it. 

All four national radio networks 
allow the discount. 

The Four A’s is chiefly con- 
cerned with large city newspapers 
and with “the lack of cash dis- 
count policy among individual 
radio stations.” Only about 10% 
of the stations state clearly in 
their rate cards that they allow 
it, and “about 11% of all stations 
do not even bother to state their 
discount or payment terms. 
Many seem to think the discount 
is kept by the agencies. .. Others 
think that adopting the discount 
must be at expense to themselves 
or to advertisers.” 


BBDO, Y&R Aid Drive 


Both Batten, Barton, Durstine & 
Osborn and Young & Rubicam re- 
cently have tried to convince sta- 
tions, the committee added. In 
the past two months 15 have 
adopted it, 12 have said that they 
will do so in their next rate cards, 
and others are planning, more in- 
definitely, to allow it. 

The Four A’s will send a letter 
soon to all stations which have 
not endorsed this policy. 

“The recent increase in business 
failures,’ emphasized Frederic R. 
Gamble, president of the Four A’s, 
“has caused all of us engaged in 
|national advertising to give new 
|attention to our special need for 
a payment stimulus and credit 
| safeguard.” 
| The Wednesday, April 16, ses- 
sions of the annual meeting, at 
'the Waldorf-Astoria, will be lim- 
|ited to management executives of 
|member agencies, The Thursday 
| sessions, including the annual din- 
/ner, will be open to all Four A’s 
/agency people and to invited rep- 
'resentatives of advertisers and 
/media. 
| The Thursday sessions will be 
a four-part summary of the as- 


how- | 
ever, are considering adoption of | 


sociation’s work to attract better | 
personnel to agencies; fact-finding 
projects; advertising content or! 
|“ethics,” and “understanding of | 
advertising,’ or the public rela- | 
tions part of the association’s | 
program. 


Fields Opens Annex 


Marshall Field & Co., Chicago, 
has opened a one-story annex to 
its suburban Evanston store, 
which houses a frozen food de- 
partment, appliances, housewares 
and glass. To celebrate the open- 
ing Feb. 17 the store sponsored 
a special television show from 7 
to 8 p.m. over Station WBKB, 


|sales promotion and 


which shoppers saw on television 
sets installed in the annex. 


Detroit Printing Delayed 
Several Detroit publications 
| have fallen behind in publication 
schedules as pressmen have elimi- 
|nated overtime during negotiations 
with printing plants, there on the 
union’s demands for $2.12% an 
hour for a 37%-hour week. The 
pay rate would bring the press- 
men to the same scale that De- 
troit compositors get. 


PICTURE STORY—Welch Grape Juice 
Co., Westfield, N. Y., tells its story 
pictorially in a new series of color 
pages in national magazines. The ads 
have been adapted to window posters, 
counter cards and other display mate- 
rial. Buchanan & Co., New York, is the 
agency. 


Springfield’s 
5-Month News 
Blackout Ends 


SPRINGFIELD, Mass.—The first 
regular newspapers to be pub- 
lished here in five months were 


-|brought out by the Springfield 


News Monday despite opposition 
by 500 pickets representing strik- 
ing printing and editorial em- 
ployes. 

The first issue of the News was 
an eight-page edition composed 
largely of wire news. Some of 
the first copies reportedly sold for 
as much as $1. Efforts of 500 
pickets to halt delivery to news- 
stands were prevented by police. 

Frank Kelly, managing editor, 
said that the crew of workers 
putting out the News had been 
trained for 10 days in their jobs. 

There was no immediate in- 
dication whether the other three 
Springfield papers—the two morn- 
ing dailies, Republican and Union, 
and the Evening Union—will start 
publishing soon. 

Spokesmen for striking A F of L 
and CIO unions complained that 
the management of the _ strike- 
bound papers secretly prepared 
for publication at the same time 
its representatives pretended to 
negotiate further with the unions 


WHO Promotes Fulton: 


Appoints Three Others 

Harold W. Fulton has been pro- 
moted from assistant sales man- 
ager to general sales manager of 
Station WHO, Des Moines. He 
succeeds Hale Bondurant, who has 
resigned. 

Other new appointments are: 
Robert H. Harter, regional sales 
manager; Maurice E. McMurray, 
local sales 
manager, and Lea Hayes, traffic. 


@ Please help avoid the 
hoarding or waste of 


THE MARTIN CANTINE COMPANY 
AUGERTIES, N. Y. 
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"We have found the Institutional Field exceptionally 
interesting. Our study of this broad field has disclosed 
to us a market of virtually unlimited scope and possibili- 
ties... a market in which the pent-up demand for new 
and replacement materials and equipment has reached 


tremendous proportions. 


"As space buyer, my first and foremost interests are 
those of our clients. | consider it one of my prime func- 
tions, for example, to study and to analyze various mar- 


kets from the standpoint of how well and how effec- 


THESE ARE 


Sn stitutions ) 


* Hotels ¢ Industrial Cafeterias 
¢ Restaurants ® Schools 

* Hospitals © Colleges 

* Railroad Systems * YMCAs, YWCAs 

¢ Air Lines ¢ Government Agencies 


Each month INSTITUTIONS Magazine reaches the buying and specifying factors in the foregoing institu- 


tions which make up the institutional field. 


CONSULT 
YOUR 


i a ae write 


ERIS POO EI Ss BE RE “SiN eee 


ket appear below. 


tively these markets can serve our clients’ purposes. 


"Close examination discloses that the immediate re- 
quirements of hospitals, hotels, schools, restaurants, 
clubs and the many other types of institutions which 
make up this field include every conceivable product 
necessary to the maintenance of large scale feeding 
and housing facilities. Exclusive of food products, it is 
our understanding that expenditures for replacements, 
remodelling and refurnishing in the institutional field will 


exceed ten billion dollars. In our opinion, this fact alone 
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16 Winners Get individual Effort &{ 


Contest Awards 


© Office Buildings a 
e Clubs — 
e Jobbers, Dealers —— 
¢ Other Public and Fea) 

Private Institutions — 
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Pictured at left is Mrs. Vera Muenzer, Space Buyer of Anderson, Davis & Platte, 
Inc., New York Advertising Agency whose comments on the Institutional Mar- 


WVERTISING A GENCY 
Recommends a Careful 


Consideration of 


merits the careful consideration of every space buyer 
with accounts whose products have an application to 


this field." 


The foregoing analysis of the institutional market is by 
Mrs. Vera Muenzer, Space Buyer of Anderson, Davis & 
Platte, Inc. For further information consult your adver- 
tising agency or write to INSTITUTIONS Magazine, the 
only publication which reaches all segments of the In- 
stitutional Field . . . the one media which offers the 
most practical, most effective and most economical 
means of tapping this 10 Billion Dollar Market. 


for Qual ity in 


Bedmoaking Elevators 
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iM STRIKE AT INSANITATION! 


‘Pledged and Certified for Sanitati ron 
Organizations Join ' 
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Young Launches 
Federation for 
Railway Progress 


Campaign Will Unite 
Workers and Owners, 
Users and Suppliers 


By LAWRENCE M. HUGHES 

New YorK—Robert R. Young is 
moving north. Before several hun- 
dred reporters in the ballroom of 
the National Press Club building 
in Washington on Monday, Feb. 
24, he will carry his fight for 
better railroads to everyone con- 
cerned with them (AA, Jan. 13 
and 20) by announcing plans for 
a new Federation for Railway 
Progress. 

The federation will have these 
five objectives: 


“1. To inform the public about 
all matters pertaining to Ameri- 
can railroads,” especially of the 
facts “regarding any deterrents to 
the full accomplishment of the 
purposes of the federation. 

“2. To modernize railroad 
equipment and facilities” to pro- 
vide “a more efficient transporta- 
tion system in the interest of the 
national safety and the public 
convenience. 


Seeks Money Balance 


“3. To bring about an equitable 
balance among wages, return on 
investment and rates in the rail- 
road industry so that employes, 
investors, and the shipping and 
traveling public will all receive 
fair treatment. 

“4. To staff railroad manage- 
ment with progressive, energetic, 
efficient personnel who have full 
confidence in the future of rail- 
roads in the United States. 

“5. To abolish monopolistic 
practices and bring about the re- 
turn of free enterprise to the rail- 
road industry.” 


. 


Last October, the Chesapeake & 
Ohio, Nickel Plate and Pere Mar- 
quette railroads, controlled by Mr. 
Young’s Alleghany Corporation, 
withdrew from the “banker dom- 
inated” Association of American 
Railroads. 


Membership Open 


Announcing the new federation, 
he emphasizes that “the public 
interest dictates” that its mem- 
bership “shall not be limited to 
railroads. .. Any member of the 
traveling public, any railroad se- 
curity holder, railroad employe, 
railroad labor union, railroad or 
other interested organization” shall 
be eligible to membership. 

In fact, any interested person 
may become a member on pay- 
ment of minimum annual dues of 
$2. Contributing members will be 
owners of railroad securities, their 
minimum dues ranging from $2 
on ownership of less than $5,006 
of such securities to $50 for $50,- 
000 or more of them. 

The federation’s offices in the 
Terminal Tower, Cleveland, also 
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will provide information for “in 
stitutional members” (brokers, 
banks, shippers, insurance com- 
panies, etc.), with dues starting 
at $100, and “sustaining mem- 
bers” -with minimum dues of 
$1,000. In the “sustaining” group 
will be railroad suppliers, railroad 
labor unions and railroads. 


Explains Dues 


Specifically, institutional mem- 
bers will pay dues on a basis of 
1% of annual gross revenue from 
railroad securities held; labor 
unions, from $1,000 to $5,000, 
ranging from less than 50,000 to 
more than 200,000 members; rail- 
road suppliers 1/200 of 1% of an- 
nual gross sales, and railroads 
1/40 of 1% of gross annual reve- 
nue. 

Each membership group will 
elect representatives on the ex- 
ecutive council, which will be the 
active controlling body of the 
federation. 

Article V of the by-laws stipu- 
lates that “the first chairman of 
the federation shall be its founder, 
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885 far-sighted manufacturers now advertising 
in the BPIC Specialized Export Magazines are not waiting! 
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BUSINESS PUBLISHERS INTERNATIONAL CORP. 


(Affiliated with McGraw-Hill Publishing Co.) 
330 WEST 42ND STREET 


Publishers of 


NEW YORK 18, N. Y. 


INGENIERIA INTERNACIONAL INDUSTRIA 


INGENIERIA INTERNACIONAL CONSTRUCCION 


EL FARMACEUTICO 
EL AUTOMOVIL AMERICANO 


HE AMERICAN AUTOMOBILE (Overseas Edition 


PHARMACY INTERNATIONAL 
UIDES FOR LATIN 


AMERICAN CONSTRUC 


Robert R. Young. The chairman 
shall appoint the officers of the 
federation and the temporar 
membership representatives on 
the executive council who sha]j| 
serve until the first annual elec- 
tion,” next December. The first 
president and executive  vice- 
president will be announced soon. 


To Publish Magazine 


An executive vice-president wil] 
be concerned with “promoting the 
objects of the federation and ex- 
tending its membership and in- 
fluence.”’ He will direct a publica- 
tion to be called Railway Progress, 
“or any other name that may be 
determined by the’ executive 
council,” which will be distributed 
free to members and sold to 
others. The publication interval, 
format and price have not been 
determined. 

Until now the federation’s mem- 
bership has been obtained entirely 
by direct mail. Some 2,000,000 
railroad security holders and 35,- 
000 shippers, for example, are 
now on the mailing list. Publica- 
tion advertising may come later. 

Meanwhile, Mr. Young—more 
publicized than ever since (AA, 
Jan. 13) Alleghany Corporation 
acquired working control of the 
New York Central—is starting a 
brartomed through several cities in the 
|interests of the federation. 
| He will appear on Morgan 
|Beatty’s program on NBC Mon- 
|day night, Feb. 24; at a luncheon 
|of the Advertising Club of Cleve- 
land, Feb. 26; a dinner of the 
| Overseas Press Club in New York, 
March 4, and his “hog” advertise- 
|}ment will be cited at the annual 
‘awards dinner of Advertising & 
| Selling on March 7. 

Kenyon & Eckhardt handles 
|C&O advertising. Another agency 
|probably will be named for the 


| Federation of Railway Progress. 


| 


|34 RAILROADS ADOPT 
|CREDIT CARD PLAN 

Cuicaco—Thirty-four railroads 
fa join the “travel and charge- 
| 


it” plan, enabling passengers to 
| obtain tickets with credit cards, 
|Hugh Siddall, chairman of the 
| Railroad Passenger Interterritorial 
| Committee, has announced. 

Under the plan, which becomes 
| effective April 1, a traveler may 
| get a ticket on presentation of his 
|card at a ticket office and signing 
/a receipt. Subscribers to the plan 
| will be billed monthly. 

The plan was termed by officials 

| of the Chesapeake & Ohio (a Rob- 
|ert R. Young-controlled line) as 
“falling below the standard for 
convenience and simplicity al- 
| ready established by the C&O and 
|one or two other roads,” which 
provide for purchase of tickets 
on trains after departure. 


Moore Leaves BBDO 


W. Franklin Moore, vice-presi- 
dent of Batten, Barton, Durstine & 
Osborn, New York, will retire to 
private life on March 31. Mr. 
Moore recently completed 30 years 
with the agency, the last 25 of 
which he has served as an ac- 
count executive. 


Appoints Harris Agency 

Moth-Proof Garment Hange! 
Company, Corona, L. IL, ha 
placed its advertising with Ralph 
Harris, New York. 


in CIRCULATION 
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Published by Magazines of Industry, Inc., 347 Madison Ave., New York 17, N.Y. 


Yo! 


we % en, . oy 
I ~~ 
| “7 ‘ 
So REE ea ae ~ : Hig, iS Tae oe Si ; bo en San a ; 
.* : < y : ‘ ” Bigg S. ; BF . . SS i he 5 , we a By RS ae ee ae 
1 “ oe eee i , fs OS eee, a SS ‘ gas vt, Nas. ee , i SS > ae Se ea ai ‘ See en 
- Sn Se ig oa He canna ae . fe ak ae tee et Agrees 9 oak Si owen pe a a ce 
| e A aris iia PF eo a queso 4 oo ates ao tr ges T 7 ‘ A “i ER ye ae ace ee Se «sama nae =a 4 Pb, a elated Pace ote Tri He ery Ree iF 
5 re GSG 4, eats S se <r e i aS “— & i a ORR See RR ar) coc onl 6, ree ty be > a 4 x ; - 4 
1 . ee ke eee Oe io, Bee é ee SN cose AME oer. FN. CR OR OE SO EE OS. A Sa ee Rr se ET FS oe . 
i : ae, i ca Ce he a» ee ae eats 2 ae es wet stk eae fi or rs Se Meo ee Fee ab Sma i ee i 
ea ES. Ne IS Ree eS ee a a lt le Bo ig i a as en ny 
‘1 : wx meme Re SN ‘ 5 Pe ead Pe a ee i ce Satine pee 2 ee PLO ~ th % ee oe ss ee M, 
| # Wee ee “s wage: a : Py ER. et :*_  e P bs ee " ss ese ect & S 
. eee Se aye ee TS ay i ~ Faaint | 
i | | Seen oe 8 ee ve Sh 4 ee Nee PO pg. See si 
Wy 
| 
a 
——— — -—™ 
ae 
hive 
a3 
f ~ Z “tA oP g 
ie eee Vodennindust: en S05, pee 
- ~ . > > . = 
= JBLUAULGEE PRULUE Staff-researched and staff-written ? ¢ % F 
f. =? ¥ “ : 
SHIP | ee 


Newspapers Handed 
‘Office Boy’ Copy, 
York Tells Admen 


Agency Practices 
Assailed at New 
England Meeting 


Boston—Asserting that news- 
paper copy appears to be turned 
out by office boys in advertising 


agencies, J. Robert York, man-| newspaper advertising,” he said, | 


aging director of Newspaper Ad- 
vertising Agency, Chicago, last 


us newspapers don’t produce when 
they turn out this kind of stuff.” 

National copy in newspapers 
has declined since 1920, he as- 
serted. In 1920, according to Mr. 
York, newspaper copy for retail- 


|ers was poorly done, while na- 


| 


tional showed the evidence of 
skilled hands. In 1947, the reverse 
is true, he said, with retail copy 


lat high pitch and national char- 


acterized by “shouting their own 
virtues — decrying competitors— 
paying little attention to con- 


| sumers’ needs.” 


‘Biggest Agencies’, Too 


“The thing most wrong in 
“is the national advertising cre- 


ated for newspapers by agencies 


| Consequently, Mr. 


ners—to the bright young men.” 
York said, 
|the Continuing Study of News- 
|paper Reading shows that the 
| best-read local ad often has 50% 
| better readership than the top 
national ad. This is true, he be- 
\lieves, because retailers have 
learned: (1) to devote adequate 
space to their story; (2) the im- 
portance of frequency and con- 
tinuity; (3) to avoid reverse plates 
and screaming black headlines; 
(4) to adopt the consumer’s view- 
point; (5) to use specifics, not 
vague generalities. 


Sold ‘National’ Idea 


In the 1920s, herecalled, na- 
tional advertisers were sold the 
concept of a national market by 


| 
} 


week launched a blistering attack|—and that goes for the biggest} agencies, and also the use of “na- 
on agency practices before the | agencies.” 


bemused members of the New 


Pointing out that agency people 


tional” media, radio and maga- 
zines. The agencies were influ- 


England Newspaper Advertising| creating national copy are gen-/|enced, he charged, by the fact that 
/erally far better paid than those|it is easier to place copy in maga- 


Executives Association. 
Brandishing a pasted page of 
food advertisements from the Chi- 


| 


preparing retail ads, Mr. York 
concludes that “the good people 


zines and radio. 
| “It looks like a lot of people 


cago Daily News, Mr. York de-|don’t work on newspaper copy—|aren’t hunting work, in industry 
clared “God knows why they tell| that’s turned over to the begin-|or in advertising agencies,” he 


Pee 


Advertising Age, February 24, 1947 


commented. 

Turning to radio, Mr. York 
called it “one of the finest me- 
diums of entertainment since the 
medicine show—from which it ac- 
quired its actors; it is the most 
over-rated advertising medium.” 

Yet every advertising agency 
has its vice-president in charge 
of radio, he noted, and called it 
“strange” that agencies do not 
have a vice-president in charge 
of newspapers to plan and evolve 
better newspaper usage. 

Newspapers must make _in- 
creased efforts to learn the prob- 
lems of advertisers, he said, and 
must hire better salesmen and 
pay them more. 


Cites Own Agency’s Need 


Of his own venture into the 
agency business, Mr. York said 
his experience with the ANPA 
Bureau of Advertising (he was 
formerly western manager in Chi- 
cago) convinced him that an ex- 
clusive newspaper advertising 
agency was needed. His agency 
will handle only newspapers, no 


ture, effective with our August 1947 issue. 


the 


a Stre 


magazine 


IMPORTANT 


Circulation and Rate 
Announcement 


In order to meet the increased voluntary de- 
mand for CHARM Magazine, Street & Smith 
Publications, Inc., will increase the circulation 


of CHARM to 500,000 with the April 


issue. 


This will necessitate a change in our rate struc- 


New 


rates will be on a basic page rate of $1,500. 


CHARM 


the 


for 


et & 


business girl 
Smith Publication 
122 East 42nd St., New York 17, New York 


|other consumer media; “We don’t 
|know any other consumer medi, 
exist.” 

| For smaller advertisers, who 
cannot afford to split their appro- 
priations among agencies, Myr. 
York’s agency will be willing to 
adapt newspaper and busine 

paper copy, and to assist in th; 
preparation of point-of-sale ma- 
terial, dealer helps, etc. 

In an otherwise mild meeting 
the New England admen heard 
Dudley Harmon, executive vice- 
president of the New England 
Council, report that New England 
has more than held its own in 
industrial production since the 
war’s end. 

Because of its balanced econ- 
omy, while national production 
was off 16% in February, 1946, 
from V-J Day peaks, New Eng- 
land production was down only 
8%. Mr. Harmon reported that 
New England gained 12 new 
branch plants in the last half of 
1946 and 284 new manufacturing 
companies. 


District Sets Record 


Bernard J. Braudis, assistant 
regional director of the War As- 
sets Administration, reported that 
cooperation with newspapers had 
enabled the New England district 
_to top all other districts in liquida- 
{tion of surplus property, and to 
'win two citations. The New Eng- 
‘land district has now closed half 
|its warehouses, and is the only 
district ahead of its liquidation 
schedule. Chambers & Wiswell, 
Boston, is the regional agency. 
| Dan C. Wolff, of D. C. Wolff 
Associates, a Boston financial ad- 
vertising company, told the meet- 
ing that banks and newspapers 
should cooperate. Shortly, Mr. 
Wolff said, the present flood of 
| deposits will dry up, banks will 
/again need to advertise their serv- 
‘ices, and newspapers can show 
i'them how to adapt their copy. 
National banks and savings banks 


| are beginning to offer similar 
| Services, he said, creating new 


| advertisers. 


| Plans Promotions for 


Bread and Gravy Month 


Wilson & Co., Chicago packer, 
with the cooperation of bakeries 
| throughout the country, will again 
|sponsor “March is national bread 
‘and gravy month” in connection 
with its B-V. The promotion will 
|be carried in the March issues of 
Better Homes & Gardens, Good 
| Housekeeping, Family Circle 
| Ladies’ Home Journal and Wom- 
|an’s Day, supplemented by mor: 
|than 200 newspapers and _ stort 
| advertising. 


Increases Ad Rates 


| Effective with the September, 
1947, issue, Practical Home Eco- 
'nomics, New York, will increas: 
its basic page rate from $230 t 
$276. Present advertisers will be 
‘able to continue under the old 
|rate until and including the De- 
|cember, 1947, issue. 
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Brighton Hotel Is 
Leased to Stoneman, 
Graff and Sidney Banks 


ATLANTIC City—The Brighton hotel 
has been leased for a long term of 
years by a group of resort hotel own- 
ers in a deal involving more than 
$2,000,000, it was announced. 

The transfer came as culmination 
of negotiations between the new ops 
erators and Long Icl-~-7 
Ltd., con; 
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Committee 
rets Results 


ON, D. C.—Announcement 
n Wednesday of this week 
>. that transient rooms in 
* courts and trailer camps 
controlled effective Feb- 


y upon receipt of this 
nerican Hotel Associa- 
te association secretaries 
ming amendment to the 
ms and advised them 
ary forms will be avail- 
2nt directors’ offices on 
ndividual hotels must 
‘trol on these forms. 

*hillip B. Fleming, 
‘ator, pointed out that 
€ transient rooms in 
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d on page 13) 
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SWADLEY | . from important ho c ona ABP. sold 
HOTEL ROBIG ember of ABC 

jr » P.s Hise NS red Firm 

WINSTON-SALEM, Ni 
nille, president, Wins U B \ T 1 Oo e $8,000,000 
Company, has annour\i™ N Sy 2 MANAGEMENT been trans- 
ment of Frank L. Swi ~ A ial R we HOTEL L AMERICA Terminal 
manager of the Hote} E OTEL WORLD-REVIET. en, e TRAVE esis FRANCISCO ‘site Pa 
A: . ation: 
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District of Columbia ug \ 
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Lexington in New York 

Mr. Swadley later joiliil 
of the St. Regis and serveamm 
ly with the Wardman Pat 
ton hotels, Washington, Dam 
New York representatival 
manager of the Carlton ¥™ 
1942 he joined the staff off 
Statler Company, then beim 
ager of the Hotel Washing 4 
ington, D. C., in 1944 for thé’ National 
Hotel Company, while he supervised 
also the operation of Mountain Lake 
hotel, Mountain Lake, Va. 


Fosse Btl* 


eee 


CHARTER MANAGEMENT—The Executive 
Committee has approved this book 
for printing—should reach charter of- 
ficers by February. 


Maucational pro- 
— = cme Hotel Greeters. 
4. COOPERATION WITH THE AMERICAN 
HOTEL ASSOCIATION—The Executive 
Committee has authorized the Execu- 
tive Secretary, H. Franklin Miller, to 
confer with the officers of the A.H.A. 
regarding pictures, our Educational 
(Continued on page 12) 


: nd, trus- 
ees, Vir. Kellogg 
ements will total 
and an additional $630,000 
will be available for retirement of 
the land trust certificates in ac- 
cordance with a court-approved reor- 
ganization plan. 

Net earnings of the hotel will be 
divided between certificate holders and 
a fund for purchase and retirement 
of outstanding certificates, Mr. Kel- 
logg announced. 
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Saks Declares War 
on Regimented’ 


Styles for Women 


Cxuicaco—Saks Fifth Avenue has 
set the fashion world on its ear 
with an ad here last week declaring 


DIE 
CUTTING 


‘STEEL RULE DIES 


Write, wire or phone 


ADVANCE 
FINISHING COMPANY 


325 W. OHIO STREET 
CHICAGO 10, ILL. 
Delaware 5517-18 


that “individualism is the essence | 
of style,” and that blind following 


of current fashions is nonsense. 

The current blast is the latest 
in a series which started in New 
York in October. 

“It’s about time,” the ad says, 
“for a fashion store to make a 
statement about the demise of 
fashion herding.” 

“For 20 years,” Saks _ insists, 
“women have been _ practically 
forced to buy the season’s obses- 
sion. When leg-of-mutton sleeves 
were in, you could shop the town 


|/and not find a coat without them. 


When shocking pink was the color 
of the year, its hard chic haunted 
you in every retail store.‘ The re- 
sult was such standardization that 
women in the old society snap- 
shots seem to have worn annual 
uniforms. 

“Today, 
designers in every field are show- 


ing the greatest variety in color, | 


silhouette, fabric, in their history. | poration, has been appointed ad- | 


| vertising manager of all divisions | 


Now, a discerning woman can 
dress herself as herself. Saks Fifth 
Avenue collections, a balanced 


top-bracket American | 


blend of the best to be found both 
here and abroad, will offer unlim- 
ited leeway to express personal 
taste. 

“We think you are tired of be- 
ing dictated to about fashion, told 
in advertising that there is just 
one ‘look’ to a season, regardless 
of who you are or what you do. 
We believe in no one fashion re- 
produced ad nauseam, but in many 


fashions—as different as the places | 
they are worn, as different as the | 


women who wear them. 
“Individualism, after all, is the 


essence of style, no matter how | 


fashion shifts. We hereby bury 
the regimented sheep, who’s dead 
as a burned-out light bulb. Long 
live the woman who dresses to 
suit her likes, her looks, her life!” 


Appoints Northrop A.M. 


Harry D. Northrop, formerly 
sales promotion manager of Sim- 


of American Hair & Felt Company, 
Chicago. 


mons - Boardman Publishing Cor- | 


ni! 


Advertising Age, February 24, 1947 


Extra Auto Ads 


Should Figure in 


Price, Moran Says 


Dealers Wrongly 


Asked to Absorb 
Costs, He Insists 


| 


ATLANTIC CritTy—The cost of ad- 
| ditional product advertising should 
|be added to the price of the car 
|and not borne by the dealer, Lee 
| Moran, executive vice-president of 
the National Automobile Dealers 
Association, declared at the group’s 
|annual convention here last week. 
Some manufacturers are asking 
|their dealers to increase contribu- 


|tions to factory advertising pro- 
grams, Mr. Moran said, and “most 
|of these requests are made on the 
basis that ‘the dealer can afford it 


now’ and ‘none of these charges 


|should be passed on to the cus- 
| tomer.’ ” 


Restating his faith in advertis- 
ing as “one of the most potent 
forces in our business,” the NADA 
executive said nevertheless that 
he doesn’t believe the dealer 
should shoulder the cost of addi- 
tional advertising now. 

“Every successful merchandising 
business considers it necessary to 
have an advertising budget, and if 
it becomes necessary for dealers 
to absorb added costs of this kind, 
their own local advertising pro- 
grams might well suffer,” he 
warned the manufacturers. ‘This 
is particularly true in metropolitan 
areas where individual identity is 
only incidental to the product ad- 
vertised.” 

Some factories “are hinting, and 
in some instances saying, that 
dealers are making too much 
money,” Mr. Moran said, adding 
that dealers are entitled to the re- 
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Home Furnishings! 


THAN ONE MILLION FAMILIES WITH CHILDREN 


the most 


the most 
the most food. 


inspires confidence 
and increases sales! 


Remember, 
than one million families with more than 2,000,000 
children read PARENTS’ MAGAZINE every month! 


PARENTS 
MAGAZINE 


52 VANDERBILT AVE. NEW YORK 17 © BOSTON + CHICAGO « 


The PARENTS’ Seal Gyr Ta) 
PARENTS’ 


ATLANTA © SAN FRANCISCO 


PARENTS' MAGAZINE and only Parents’ Magazine 
concentrates all its readership in the families— 
with-children market — the market that buys 
the most home furnishings, 
clothes, 


drugs, 
more 


MAGALINE 


turns they are making now after 
the lean war years. Taxes take a 
much larger share of income than 
during pre-war years, he reminded 
manufacturers. 

Mr. Moran believes there is no 
good reason why auto dealers can- 
not extend the gains made in their 
service business during recent 
years. He cited a survey in a 
major city which showed that de- 
spite the large service business 
handled by dealers in that local- 
ity, it amounted to only 34.8% of 
the available business, with 62.9% 
going to someone other than the 
dealers who sold the cars. 


Called Powerful Factor 


“The tremendous service mar- 
ket created by the sales of new 
and used cars should receive our 
continuous attention,” he added. 
“Figures show that in 1946 the 
sales of parts and accessories were 
more than double that of 1941. 
This end of the business, properly 
treated, not only will produce a 
worth while profit but certainly 
will be a powerful factor in new 
car and truck sales volume when 
we again begin to sell.” 

Dealers must begin to sharpen 
their selling tools, and improve 
upon them wherever possible, he 
said. ‘We must begin immedi- 
ately to set up plans for stable, 
profitable distribution of our goods 
to guarantee a steady flow of busi- 
ness at the new high levels we 
hear so much about,” he main- 
tained. 

Successful dealers must have 
their own sales programs, he 
warned, and not wait for the fac- 
tory to institute a drive or con- 
test. He believes the future dealer 
must know more than ever about 
the economic status of his com- 
munity, in fact “more about the 
general conditions in his territory 
than does the bank or the news- 
paper.” 

He urged dealers to continue 
their support of the public rela- 
tions program launched by the as- 
sociation when the industry got an 
“undeserving black eye” for profit- 
| snatching practices adopted by a 
|small percentage of retailers anda 
“unscrupulous used car dealers.” 

Association members approved 
a resolution urging that the Fed- 
eral Reserve Board’s Regulation 
W be abolished. 


@ Manufacturers and their advertising 
agencies are using this inexpensivé 
clipping service for collecting editoria! 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
veloping sales prospects on certain 
types of products and services. 

New Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


NoRoCRS? oe ets sacs 


314 So. Federal St., Chicago 4 


Lt. 


| eT a | 
in ee 
ty _ 
— es Oe 
@g I 
— they buy the most 
ry | A |e Toe. 3° @ 
ae rae ee 2 
. | we \ 
4 we a 
5 
i 
' ati " _ iranian 
‘ee? = a 
7 —i-- ta 


y 24, 1947 


se charges 
» the cus- 


. advertis- 
ost potent 
the NADA 
eless that 

dealer 
t of addi- 


chandising 
‘cessary to 
get, and if 
or dealers 
this kind, 
ising pro- 
uffer,” he 
ers. “This 
etropolitan 
identity is 
roduct ad- 


inting, and 
ying, that 
too much 
iid, adding 
1 to the re- 
now after 
ixes take a 
icome than 
e reminded 


there is no 
ealers can- 
ide in their 
g recent 
irvey in a 
ed that de- 
‘e business 
that local- 
y 34.8% of 
with 62.9% 
r than the 
ars. 


Factor 


rvice mar- 
les of new 
receive our 
he added. 
n 1946 the 
ssories were 
at of 1941. 
ss, properly 
produce a 
it certainly 
stor in new 
lume when 
‘Tg 

to sharpen 
id improve 
possible, he 
in immedi- 
for stable, 
of our goods 
low of busi- 
1 levels we 
> he main- 


must have 
ograms, he 
for the fac- 
ive or con- 
uture dealer 
ever about 
f his com- 
> about the 
nis territory 
r the news- 


to continue 
public rela- 
d by the as- 
ustry got an 
e” for profit- 
lopted by a 
etailers and 
r dealers.” 
‘Ss approved 
at the Fed- 
Regulation 


eir advertising 
Ss inexpensive 
scting editorial 
research and 
intaining com- 
; and for de 
ts on certan 
services. 


, Business Uses 
whole story 


Soon — calling numbers, located all over the country, on the phone in 
your car may be as common-place as talking to your home from the 
office. Travelers may make hotel reservations; business men may arrange 
appointments; husbands may talk to wives; right from their cars wher- 
ever they are driving. 


Science Illustrated sent one of its crack editorial task forces to investigate 
this dramatic telephone development. What they saw and learned about 
mobile phones in cars and taxis; on buses and tugs; on planes and trains; 
and in the famous Bell Laboratories is reported in the authoritative 
article, “Tomorrow You'll Take a Phone Along.” In Science Illustrated 
for March. 


For this prevue of phones in cars fits naturally into the modern edi- 
torial pattern of Science Illustrated — a magazine read by alert people 
eager to keep their minds in step with the times; to envision the 
wonders of the future. 


Indeed, science always has and always will influence daily living. Cars, 
foods, clothes, houses, hobbies, sports, radios, medicines, weather, trans- 
portation and hundreds of other activities and products are constantly 
modernized by science. 


That is why Science Illustrated is edited to reveal science in terms of 
daily and future living so that they who read may enjoy as well as 
understand the fascinating facts of science. 
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Must Agencies Be Big to Be Good? | 


Reportedly, two qualifications 
were laid down for those agencies 
which were invited to submit pro- 
posals to the American Petroleum 
Institute for its projected public 
relations advertising campaign: 
First, the agency must not have | 
an oil company account; and sec-| 
ond, it must currently be billing 
$10,000,000 or more. 

The first qualification is unfor- | 
tunate but necessary and justi- | 
fiable. In the case of any industry | 
campaign, it is almost essential to 
go outside those agencies which 
are already familiar with the field | 
by serving one client in the in- | 
dustry, because politics and in-| 
ternal problems would make it! 
difficult if not impossible for any | 
agency to handle individual ac- 
counts and an industry account in 
the same field. 

The second qualification which 
the American Petroleum Institute 
is reported to have set up, how- 
ever, is not only unfortunate but 
unwise, and we hope it isn’t true. 
We don’t think that the size of an 
agency, or its billings, are neces- 
sarily synonymous with its ability, 
although we are perfectly willing 


to concede that there is usually | ticular client’s problems as if they | 


some relationship between success | 
and ability. The point is that size | 
ought to be a function of ability, | 
but no one should be confused to | 
the point of assuming that ability | 
is a function of size. 

There are, according to ADVER- 
TISING AGE’s estimates of 1946 bil- 


lings, only 31 agencies in the 
United States whose 1946 billings 
were $10,000,000 or over. 
there are some 1,600 or 1,700 agen- | 


"Once as a joke, | said, ‘Would you do my laundry too?’ Ten minutes later | 
had my shirt back—waxed and polished!" . 


Yet Brash and Brazen 


Not long ago, sitting peacefully 


on the basis of size doesn’t make|as the worst commercial of 1947. 


good sense. 


It is easier to make | This 


literary gem concerned a 


a selection from 31 than from| Premium for General Mills’ Kix, 


1,600, of course, but it is wiser to 
make a selection on ability, rather 
than merely on size. | 

This is peculiarly true of ad- 


have pointed out previously. The 
agency business is, and must be, 


largely a personal service business, | 


and in the case of the largest 
agencies, it is practically impos- 
sible to bring all of the agency’s 
manpower and resources to bear 
upon any particular client’s prob- 
lems. A large agency is large be- 


|eause it has many accounts, and 
|while there may be some advan- 


tages to be gained by an indi- 
vidual client in having a large and 
diverse staff at his service in case 


there must be, always, a good 
many people in the large agency 
who are as remote from a par- 


were totally 
business. 

It is fairly safe to assume that 
a giant agency got that way be- 
cause it was good; but it is by no 
means safe to assume that an 
agency is not good just because it 
is not a giant. 


outside the agency 


The Spirit of Greatness 


“The State of the University,” a! 
report of Chancellor Robert 
Hutchins to the trustees, alumni 
and friends of the University of 
Chicago, is an unusual document. 
It contains at least one paragraph 
of interest to many people, and 
especially to business men: 

“This has been the view of the 
University from the beginning; it 
is the spirit which has made it 
great: The University has decided 
what it ought to do; it has then 
done it, and the resources neces- 
sary to do it have been forthcom- 
ing, because the University has 
demonstrated that it deserved to 
receive them.” 

Private business and the well- 
endowed University of Chicago 
are certainly different things; yet 
Chancellor Hutchins’ recipe for 


greatness applies equally well in 
every field of endeavor. 
it is quite easily demonstrable 
that successful business has oper- 
ated on this basis in almost every 
instance. It has decided what to 
do, and then done it; and when it 
has decided wisely and well, the 
resources necessary to do it have 
been forthcoming, in the form of 
public acceptance and response, 
because the 
strated that it deserved to receive 
them. 

Here, in essence, is the spirit of 
free enterprise, the substance that 
makes for leadership. Chancellor 
Hutchins’ statement of the case 
might well serve as the motto for 
intelligent, forward-looking action 
in business and in every area of 
human activity. 


business has demon-| 


and we heard it on the Lone 
Ranger show, although it may 
|have been on others. : 

This particular premium was 


‘but the handful of giants purely|by what wins our personal vote | 


term seems singularly apt. 
To sort of balance the score, 
| cies altogether, and to dismiss all at home, our ears were assailed | maybe someone can devise a way 


of boiling down John Hersey’s 
“Hiroshima” so it can fit into that 
hidden, secret compartment. It 
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The following documents may b: 
secured without charge from com 
panies sponsoring them, or throug 
ADVERTISING AGE, by any nation;! 
advertiser or advertising agenc 
executive writing on his busine; 


letterhead. Address ADVERTISIN«: 
| AcE, 100 E. Ohio St., Chicago 1), 
Ill. 


No. 2758. The Making of a 24- 
Sheet Poster. 


McCandlish Lithograph Cor- 
|poration has completed the third 
ireprint of its booklet, which ap- 
| peared originally some years ago, 
|}and has been used by artists, ad- 
| vertising classes and art schools as 
|'a source book on 24-sheet poster 


| production. 


| 
No. 2759. This Is the Two Billion 
Dollar Poultry Industry. 

| In 1945 poultry raising § ac- 
'counted for more than 12% of the 
| $21,551,488,000 agricultural cash 
income, putting it among the “big 
four” producers, according to this 
|study issued by American Poultry 
|Journal. The study discusses egg 
| production and distribution, rank- 
ing of states in poultry production 
and many other details of the 
| business, and shows the coverage 
|of the market by the publication. 


|might help explain what the ring | 


| 


is all about. 


Journal Talk 


The Milwaukee Journal took 


Say : an atomic bomb ring, a gift her-| time on Jan. 20 to report to its 
vertising agency service, aS We/aided with a bugle trill faintly | 


reminiscent of General Quarters, 
and the unctuous chant of an an- 
nouncer braying that it was the 
last chance for boys and girls to 
get their wonderful atom bomb 
ring. 

Came next a pitch which de- 
scribed the wonders of the ring, 
including the fact that by looking 
into it a certain way, you can see 
“whirling atoms of light.” 
plete with 


“hidden secret com- 


by one moppet to another, 


|a shiny nose... fins . . . sides| 
| show lightning flashes,” etc. 
| As one person who is scared 


| 


Com- | 


readers on its accomplishments in 
1946 and prospects for 1947. Ina 
full page, illustrated with small 
sketches, the Journal noted: 

(1) Its 124 editorial employes 
would be alert, would travel to 
cover important stories, would 
continue to stress good local cov- 
erage; 

(2) Its 75 advertising employes 
will continue to help local adver- 
tisers, and the Journal noted with 


|pride its 25,247,622 lines in 1946 


silly of the bomb, the Ad-libber | 
would like to point out that this | 


is about the lowest possible ap- | 


proach to the atomic problem. We 
have no way of knowing how suc- 
cessful a premium the ring is 
for General Mills, but no matter 
if it outpulls every “secret belt 
which glows at night” the cereal 
company ever used, we think its 
use was a mistake. 

Since the summer of 1945, 
everyone—certainly those who 
saw the shambles of Hiroshima or 
Nagasaki—has been uncomfortably 
‘aware that they now live in the 
|world with a force capable of 


In fact,|destroying any of them, and one 


whose war potential had been 
graphically and hideously proved. 
Any attempt to lighten its im- 
pact, to jest about its destructive 
force seems to us to be both stupid 
and amoral. Until we get some 
kind of workable international 
control, the problem of The Bomb 
ought to be pretty close to the 
surface of the minds of all think- 
ing men. And it’s a cinch the 
solution doesn’t lie in a Kix box- 
}top and 15 cents. 
From time to time 
tising business is submitted to 
withering fire from critics, most 
of which is dismissed as coming 


the adver- 


ifrom “long-haired cranks.” One 
of their most frequent epithets 
|for advertising is “socially irre- 


, 


sponsible,” and normally we don’t 
|agree with them; in this case, the 


partment,” in which all sorts of} (placing the paper sixth in adver- | 
codes and ciphers can be carried |tising, though Milwaukee is 13th) 
the | in size) and its 900,000 individual 
of an emergency, it is obvious that /ring “looks like a tiny bomb with | classified ads, 


both classifications 
setting records; 

(3) Its 382 mechanical employes 
will be trying to turn out a better- 
looking Journal faster, aided by 
two new presses which boost the 
paper’s total to 28, expanding ca- 
pacity 140% over present output; 

(4) Its 305 circulation employes, 
who assisted in raising net paid 
circulation to 304,867 daily, 358,- 
869 Sunday, a gain of 19 and 25 
thousand respectively; 

(5) Its affiliate, WTMJ, has 
opened an FM station, and will 
build a new FM station at Wau- 
sau; 

(6) In all, the company plans 
$2,000,000 investments in new 
equipment, construction and mod- 
ernization; 

(7) And “more than 600 em- 
ployes of this newspaper share in 
its ownership ... we have a per- 
sonal stake in the Journal’s enter- 
prise and integrity .. .” 

It’s interesting to see a news- 
paper make a sort of annual re- 
port to its readers, and the Jour- 
nal’s approach sets a high mark 
for others to shoot at. 


Jottings 

PM whisky is out with a book 
of horoscopes and forecasts, called 
“Propitious Moments.” 

According to its promotion, 
WFBR, Baltimore, is “a _ living, 
breathing radio station.” . 


You may not know that Elliot | 


Addressing Machine Company, 
Cambridge, Mass., offers a book 
entitled “Unscrewing the In- 
scrutable.” . 


|No. 2760. Here’s How $75 Can 
Speak to Millions. 

Wood Working Digest, a Hitch- 
‘cock publication, has issued this 
folder, which outlines the scope of 
i'the wood working market by 
|showing what kind of machinery 
and equipment wood working 
|plants are buying, and coverage of 
the market by Wood Working Di- 
'gest. The folder includes a list of 
regular users of the publication, 
‘and information on advertising 
| rates and mechanical require- 


| ments. 


|No. 2761. Banks Don’t Close at 3 

| O'Clock. A $30,000,000,000 

Roof to Paint. Prosperity’s a 
Two-way Street. 

Banking, the journal of the 
American Bankers Association, has 
|issued these three folders. The 
|first indicates the work that goes 
ion after regular banking hours, 
and shows the banker’s activity 
|and his influence on sales and pur- 
|chases in various fields. The sec- 
ond folder shows the market for 
building materials, home appli- 
ances, etc., in which the bank is 
a direct participant or an influ- 
‘ential factor. The third demon- 
|strates the banker’s influence in 


‘community development. 
No. 2746. Let’s Measure a Typical 
Subscriber. 
The Rotarian, in this booklet. 


uses its calipers and totes up a lot 
of facts about a typical subscriber. 
Home ownership and the kind of 
equipment and appliances used: 
income, automobile ownership and 
buying plans (or hopes) for new 
cars; data on hobbies, sports, read- 
ing habits and numerous other de- 
tails are given. The Rotarian also 
has published a Don Herold book- 
let called “88 Men I'd Like to 
Have on My Side if I Were an 
| Advertiser or —I Take a Sample 
|Look at 88 Readers of The Ro- 
tarian in a Typical American 
Town—Vincennes, Ind.” 


|No. 2749. Food and Drug Store 
Route Lists. 

The Philadelphia Evening Bul- 
letin has published revised route 
lists covering 5,379 food stores 
and 1,670 drug stores. Each of 
the two booklets contains data on 
population make-up, number of 
dwelling units, etc., for each of 
seven areas in the city. 
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Reaching St. Louis is only half the job of 
reaching the rich St. Louis market. You’ve 


got to get out to the outskirts, too. 
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. $75 Can 


More than half the population of this mas- 


sive midwest market... and 4616 of its 6987 
grocery stores... are outside St. Louis’ city 


limits. 


But there’s one way to cover the entire 


market. Come along in the St. Louis GLOBE- 
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DEMOCRAT...it puts your advertising on 


breakfast tables all over St. Louis and in 87 
surrounding counties in eastern Missouri and 


southern Illinois! 


———— 


The GLOBE-DEMOCRAT is the only daily that 


Close at 3 
000,000,000 
sperity’s a 


even claims to cover this billion-dollar area 
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Davey Ups Ad Drive; 
Names Cook for PR 


Davey Tree Expert Company, | 
Kent, O., through Meldrum &| 
Fewsmith, Cleveland, has ex-| 
panded its ad campaign to include | 
black and white ads in eight! 
monthly and three weekly maga- 
zines. 

Arthur Cook Organization, New 
York, has been named as the com- 
pany’s national public relations 
counsel. 


_ dvenlsing Misting 


+. @ practical 


er 


studio organized to 
lighten your advertis- 
ing, sales promotion, 
direct mail and house 
organ work, 


SELLERS STUDIOS 


205 W. WACKER « CHICAGO 


List Requirements 


| 


of ‘Modern Store’ 


New York—If retailers want to 
know what women shoppers want 
in a “modern” store, they’ll find 
plenty of ammunition in a long) 
bill of complaints tabulated in a 
recent. survey conducted with the 
aid of leading women editors by 
John W. H. Evans, managing di- 
rector of the Store Modernization 
Show. The show will be held in 
Grand Central Palace next July. 

Asked what in their estimation 
symbolizes a “modern” store, 72% 
of shoppers put “attractive in- 
terior display” at the head of the 
list. In second place, with 48% 
of the vote, came better lighting. 
Next in order came periodic re- 
decoration, 45%, spacious aisles, 


38%, rapid charge system, 17%, at- 
tractive window displays, 17%, ad- 
equate comfort facilities, 14%, 


mirrors and glass decoration, 14%, 
courteous sales clerks, 14%, effi- 
. 


| cient 


Women Shoppers © 


department arrangement, | 
10%, and air conditioning, 7%. 

Other synonyms for “modern | 
store’ included _ elevators and | 
escalators, and rapid delivery 


| service. | 


‘Small Boats’ to Bow 


Small Boats, a new magazine 
slanted toward owners of small 
and medium-size boats will ap- 
pear in May, published by Small 
Boats Publishing Corporation, 154 
Nassau St., New York. Howard 
M. Sharp is editor. 


NAEA Officers Meet 


The spring meeting of officers 
and directors of the Newspaper 
Advertising Executives Associa- 
tion will be held in Augusta, Ga., 
March 13-14, and the Georgia 
Dailies Advertising Association 
will hold its semi-annual meeting 
there on Saturday, March 15. 


Promotes Manzer 

Harold V. Manzer, advertising | 
director, has also been appointed 
business manager of the Telegram 
and Gazette, Worcester, Mass. 


W....... a free man is in chains we are threatened 


also. Whoever is fighting for liberty is defending America. 


If production is to proceed smoothly and efficiently 
it is important that a manufacturer's equipment 
be properly maintained. * This is particularly 


true in the electrotype and mat industries. P & A 


supervision? That P & A customers never be denied 


service through faulty operation of equipment. 


PARTRIDGE & ANDERSON COMPANY 


ILLINOIS 


—WILLIAM A. WHITE 


has a man for this exclusive purpose — Efficient 
Dan, the Maintenance Man. He sees to it that all 
saws are kept sharpened, that motors be over- 
hauled when necessary, that oil be changed 
regularly in moulding presses and compressors, 
chemicals supplied for plating solutions, lighting 
equipment be kept in order. Tables, racks, 
special apparatus and fittings, too, must be 


constructed periodically. * The purpose of this 


712 FEDERAL ST., CHICAGO 5, 
TELEPHONE HARRISON 3732 


ELECTROTYPERS + NICKELTYPERS » MATRICE MAKERS » STEREOTYPERS 


oo 
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Larry Selz, the Chicago publicity counsel, is vacationing in Hono- 
lulu. .. But the party’s over for Paul Brines, WGN assistant mgr., 
who is back in the Windy City after a short vacation in New 
Orleans. . 

George J. Hecht, publisher of Parents’ Magazine, has been ap- 
pointed a director-at-large and a member of the exec. committee 
of the Nat’l Social Welfare Assembly, a new organization of 46 
national social welfare groups and federal government depart- 
ments. . 

A month old, now, is Michael Anthony McAndrews, born Jan. 
17 in Los Angeles. His father is Robert McAndrews, advertising 
and promotion mgr. for the NBC western net. . . Rod MacLean, ad 
mgr. of the Union Bank & Trust Co., Los Angeles, was elected a 
director of the Independ- 
ent Bankers Association 
of Southern California at 
the group’s recent 20th 
annual meeting. . . 

Distributors and factory 
representatives of Garod 
Radio Corp., Brooklyn, 
bought a 1947 Hudson car 
to present to Garod Sales 
Manager Louis Silver at 
the company’s nat’l sales 
convention in Chicago. As 
it turned out, the key to 
the car was presented, but 
due to Chicago’s blizzard, 
Mr. Silver couldn’t take 
possession of the four- 
wheeler until the follow- 
ing day... 

Valentine’s Day rounded 
out 25 years with Ruth- 
rauff & Ryan, New York, 
for Cal J. McCarthy, 
senior v.p. and treas. . . 
New York’s first mobile 
radio phone owner, Thomas H. Beck, Crowell-Collier board chair- 
man, made the first transatlantic call from a private automobile 
recently when he phoned W. B. Courtney, Crowell-Collier repre- 
sentative in Paris... 

Lowell B. Bourns, of the Coleman Todd agency, Cleveland, and 
his family will be ready to fly to Florida March 15 for a two-week 
holiday at the Roney-Plaza, Miami—and all on Standard Oil of 


CESSNA SALE—L. C. MacGlashan, left, vice- 


president of Gardner Advertising Co., St. 
Louis, seals the deal with W. F. Remmert, 
Cessna distributor in St, Louis, from whom he 
has just bought a 1947 model Cessna 140. 
Mr. MacGlashan will use the new plane for 
account contacts throughout the country. 


Ohio. The trip comes as grand prize in a recent Sohio essay con- 
test. . . Howard Mendelsohn, assistant acct. exec. with Hirshon- 
Garfield, is rounding up New York admen for a series of inter- 


agency softball games. . 

Friends of Homer Griffith, radio station representative, will be 
glad to hear that he’s back at work after a two weeks illness. . . 
Clark George, sales service mgr. of KNX and the Columbia Pacific 
net in Los Angeles, is the father of a second child, Frederick 
Lawrence George, born Feb. 10... 

An anniversary celebration Feb. 7, attended by a couple of hun- 
dred people, marked a quarter century for the Caldwell-Baker 
Company, Indianapolis. Howard C. Caldwell founded the agency 
in February, 1922, as the Howard Caldwell Co. . . When the Pacific 
Northwest Newspaper Ass’n met for its 26th annual meeting a 
couple of weeks ago in Portland, Ore., William K. Knight, now 
assistant business mgr. of the Oregon Journal, was given a wrist 


NOTABLES AT AWARD CEREMONY—Col. 
left, chairman of Glenmore Distilleries Co., Louisville, who has just been given 
the 1947 Novelli Award for distinguished service, chats after the ceremony with 
Maj. Gen. Robert W. Douglas, left, Fleet Adm. W. F. Halsey Jr. and Gen. Sir 


Frank B. Thompson, second from 


Edwin L. Morris. The award was presented by the Franklin D. Roosevelt Post 


No. 1284, American Legion. 


watch as a token of appreciation of his seven years’ service as sec’y 
of the association... 

The Saturday Review of Literature thinks Earnest Elmo Calkins, 
one of advertising’s early greats, ought to be given a special send- 
off by the fraternity on his eightieth birthday, when that milestone 
comes around in a couple of years... 

Envy of a lot of baseball fans is Ray McLaughlin, account exec 
of the Harry M. Frost agency, Boston, who has been spending the 
month at the Ft. Lauderdale training camp of the Boston Braves. 

. A promotion of interest to her Chicago friends is that of Lucille 
Kosinske, who has been made assistant to Merrill C. Meigs, v.p. of 
the Hearst Corporation. She has been in his employ for over 20 
years, and with the Hearst Corporation for about 27... 

The new president of the Union League Foundation for Boys’ 
Clubs is Lawrence O. Holmberg, manager of the Chicago office of 
Compton Advertising. .. James M. Secrest, director of typography 
for G. M. Basford Co., New York, gave an illustrated lecture on 
his favorite subject at the Pace Institute Feb. 21... 
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Tuts PLAN of community-wide merchandising dem- 


onstration was originated in Nampa, Idaho, spon- 
sored by Pathfinder Magazine, in May 1946. The re- 
sults were amazing. Following the week of demon- 
stration, known as Nampa-Pathfinder Week, retail 
sales in this city of 13,000 people have maintained a 


level far above that of the Federal Reserve district. 


A second demonstration of the principles of 


community cooperation and laboratory exposition of 


merchandising methods was held with equally satis- 
factory results in Bridgeton, New Jersey in October. 
A third is now being arranged in Stroudsburg-East 
Stroudsburg, Pennsylvania to culminate in Pathfinder 
Week, May 5-10. Scores of national manufacturers 


are participating. 


PATHFINDER transmits the story of demonstra- 
tions, in photographs and figures, to the merchants 


of 17,000 small towns and cities where this magazine 


Managing Director Henry Matter says— 


‘“‘We were greatly impressed . . . encouraged by the fact 
that your objectives parallel ours so closely . . . would 
like every Institute member to know about your splendid 


program,” 


circulates. The heads of the more than a million 
PATHFINDER families are in large proportion the in- 
fluential business men of these communities. The 
result is better merchandising cost of distribution 
reduced—-and a clearer road for manufacturers to 


this rich and substantial market‘‘Where Profit Lies.” 


Further information regarding the PATHFINDER 
Plan and its Stroudsburg demonstration may be 
obtained by writing to PATHFINDER, Sales Develop- 


ment Department, Washington Square, Phila. 5, Pa. 


GRAHAM PATTERSON, Publisher 


oe 


a 


The Wholesale Dry Goods Institute 
endorses Tye Pathfinder rian 
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Art Studio Group 
Contest Winners 


up the level of exorbitant prices | an advertising volume in 1946 of | 
| which includes a considerable sum | nearly 24,000,000 lines, “numerous 
|to go to the ‘fixer’ or ‘go-be- | investigations are planned by Con- | 


999 


al Publishers Urged 


by ANPA fo Fight 
‘$200 Newsprint’ 


New York—With some publish- 
ers currently paying $200 and 
more for spot market newsprint, 
and a few even saying that they 
can “make money” at such prices, 
the American Newspaper Publish- 
ers Association has issued a state- 
ment emphasizing the opinion that 
any figure above the current con- 
tract newsprint price of about $85 
a ton might kill a “large number 
of newspapers.” 

“So long as some publishers are 
willing to pay these fantastic 
prices,” the ANPA pointed out, 
“some sales will be made.” Al- 
though “it is believed that a very 
small amount of tonnage is in- 
volved, these bids by one pub- 
lisher against another are holding 


tween. 


Only in exceptional cases, the 


ANPA believes, can publishers pay 


the $200 or more price, and then 
“provided it is used for advertis- 


ling only and costs calculated on 


the basis of paper and composition 
only, without regard to all other 
costs inherent in newspaper op- 
eration.” 


‘NEWS’ ‘47 PAPER BILL 
TO TOTAL $22,000,000 
New York — At $84 a ton the 


|New York News will spend about 


$22,000,000 for newsprint in 1947, 
F. M. Flynn, general manager, told 
the 1947 conference of the 125 
members of the advertising de- 
partment of the News. Col. Robert 
R. McCormick, editor and pub- 
lisher of the Chicago Tribune, was 
the principal speaker. 

Because of “the very size of the 
News,” Mr. Flynn said, with more 
than 2,000,000 daily and more than 
4,000,000 Sunday circulation .and 


gressional committees on the | 

charge of ‘hogging newsprint.’ ” 
He emphasized the foresight of | 

the Chicago Tribune in starting 


|more than 30 years ago to develop 


its own woodland and paper re- 
sources in Canada. The Tribune, 


_News and Washington Times- 


Herald all are controlled by the 
McCormick-Patterson families. 
Col. McCormick emphasized that 


“it doesn’t take much to start a 
newspaper.” He cited the ex- 
amples of Joseph Pulitzer with the | 
former New York World and 
Adolph S. Ochs of the New York | 
Times, who began with “nothing.” | 


Seana a 
BUY IT IN THE BRIGHT NEW (offic Cao PACKAGE 


NEW PACK—This poster for retailers 
features the new NBC coffee cake car- 
ton, latest in a series of postwar de- 
signs for National Biscuit Co.'s bread 
and cake line. Its special feature is 
the cut-out coffee cup revealing the 


to Get Art Jobs 


Cuicaco — In efforts to develop 
and encourage newcomers in th, 
field of commercial art, the As. 
sociated Art Studios of Chicago, 
Inc., will exhibit, during the com- 
ing summer, work prepared by 
student artists on the basis of 
three commercial art problems, 
The association will offer employ- 
ment to promising young students 
as a result of the work submitted, 

The problems will be submitted 
to the art departments of uni- 
versities and colleges throughout 
the country. They will be com- 


cake itself in a glassine wrapper. posed of three major parts: Crea- 


tive design and layout for a full 
NIPR Names Aldrich; ‘set of business stationery (letter- 


advertising of the new Mayfair | St. Louis Unit Elects cn cake been at tet for 


women’s and children’s specialty | Andrew M Aldrich former] . . 
eae : ° ’ y | omotional, four- age llustrated 
stor Se, Dallas, latest addition to the | . 4 pr ti ’ p , a a 
| charge of fresh fruit and ege brochure, and layout and finished 


Ben Franklin chain. Full-page ads | table operation of Fisher Brothers 
in Dallas newspapers announced|Company, Cleveland food store |@%t for a four-color center spread 


the opening of the five-story store. | chain, has been named sales pro- | for national magazine use. 
‘motion manager of National Ice Any or all of these may be used 


Handles Mayfair Account | 


Advertising Associates, Dallas, 
has been appointed to handle the 


oT years 


Public Relations, Inc., Washing-|for individual or class projects 


ton, the advertising and publicity | quring the ensuing term, and each 
division of National Association of school may enter as many pieces 


¢ Ice Industries. 'as it wishes. Entries, which should 


Richard C. Muckerman, vice- be sent to the association offices at 
resident, City Ice & Fuel Com- | : 
||P od Jent 104 S. Michigan Ave., Chicago, 


||/pany, has been elected president : : 

'of the St. Louis Association of Ice will be displayed to leading studio 

‘Industries, with Paul E. Conrades,|and advertising agency art direc- 
tors for a 60-day period during 


Merchants Ice & Coal Company, 
the summer months. Outstanding 


vice-president; H. <A. Chapin, 
treasurer; Walter H. Rathert, o+tists among the contestants will 
be given employment through 


Chouteau Avenue Crystal Ice & 
Cold Storage Company, secretary, ; : : 
and V. A. Esphorst, executive sec- Various Chicago art studios. 


ee 


retary. a 
a Collier Joins Victoria 

KALE Names Berger William D. Collier, sales man- 

Hal Berger, formerly produc- | ager of Primrose House and for- 


merly sales manager of Prince 
Matchabelli, has joined Victoria 
Ltd., New York manufacturer of 
Et Cetera and Vice Versa per- 


tion manager of Station KHJ and 
the Mutual Don Lee Network, Los 
Angeles, has been appointed pro- 
| duction manager of Station KALE, 


Portland, Ore. fumes, as sales manager. 


—_— | For 31 years INDUSTRIAL MARKETING has 
fostered the fundamental principle of specialized 


selling and advertising to business and industry 
. . . the basic sales idea of the business press. 


Not all things to all people, INDUSTRIAL 
MARKETING is a primary working tool for the 
management, sales and advertising men who sell 


to business and industry. 


No other publication duplicates its pioneering, spe- 
cialized editorial service, its editorial coverage. 


That’s why business papers consider INDUSTRIAL 
MARKETING their primary promotion medium. 
Why, year after year, they place more pages, more 
inches, more lines of advertising in INDUSTRIAL 
MARKETING than in any other marketing, sales 
or advertising publication. 


From the moment the Daily Eagle or Evening 
Tribune is brought into the home it becomes a 
family affair. Dad claims the news and financial 
pages, and has a tussle with Junior over the 
sports section. Mom likes homemaker tips and 
checks all ads carefully for she's the bargain 
hunter! Sister is getting fashion conscious and 
yearns over teen-agers styles, after twice read- 
ing the comics. 


More about this typical Lawrence family: They live in 
the Capital of the Woolen Worsted Textile Industry. 
Folks there have a total buying income of $90,480,000 

. spend $14,654,000 for food, $52,942,000 at retail 
(Sales Management estimates). 


Reach the people who are better able to buy your product. Reach 


them thru their daily newspaper, the Eagle-Tribune. Read in 95 
out of every 100 Lawrence homes. ABC circulation over 35,000. 
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A NEW MARKET-APPLICATION OF POPULATION AND CIRCULATION (21 magazines) SHOWING: 


¢ Metropolitan Marketing Districts— population and circulation by sizes 
of communities. 


e Districts beyond Metropolitan influence—population and circulation b 
sizes of communities. | 


NOW...For the First Time... 


Markets and Circulation Coverage in Suburban Towns ... 


and the TRUE Small Towns 


From a 


Says a Space-Buyer Marketing Man! 


“aT LAST, WE KNOW - 
just WHAT A SMA 


TOWN IS! S.T. DIFFERENTIATES 


AN 
BETWEEN THE SUBURB 


TOWN AND THE 
TRUE SMALL TOWN: 


A leading member 
of the American 
Marketing Ass’n says: 


A Food Advertiser 
speaks: 


THAT’S S.T.-~- AN INDISPENSABLE TOOL FOR YOUR 
MARKETING DEPT. IF YOU HAVEN'T YET SEEN 
IT, CALL THE GRIT REPRESENTATIVE TODAY 


GRIT PUBLISHING CO., WILLIAMSPORT 3,PA. 
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“ONE THOUSAND cre, Day" 


Every single day of the week, one thousand guys 
walk into clubhouses all over the United States 
and join the Fraternal Order of Eagles. These fig- 
ures are authentic and are not just some numbers 
we had left over from last year's bowling season. 
At the present time there are 1,250,000 Eagles, 
75% of them industrial workers of the upper 
strata, the majority skilled workers. The industrial 
worker is nine times out of ten a better cash cus- 
tomer than his white collar brother, and eager to 


- buy your products if you just tell him about them. 


MORE THAN 
ONE MILLION 
SUBSCRIBERS 


704 WARNER BUILDING - MILWAUKEE 3, WIS. 


| Bruce Names Sorensen 


| Orlee W. Sorensen, formerly 
| with W. F. Coleman Company, San 
Francisco, has been appointed Pa- 
| cific Coast representative of North 
Western Druggist, Northern Auto- 
| motive Journal, American Feed & 
|Grain Dealer, Hardware Trade, 
|and Grocers Commercial Bulletin, 
published by Bruce Publishing 
Company, St. Paul. His headquar- 
ters are at 105 Montgomery St., 
|San Francisco. 


Forms U. S. Sales Unit 
Fleet Aircraft & Mfg. Ltd., Ft. 


Mfg., Inc., 110-112 Pearl St., Buf- 
falo, to handle the parent com- 
pany’s national sales in the United 
States. Thomas Y. Smith, manag- 
ing director of the Canadian com- 
pany, is president of the new com- 
i pany. 


Erie, Ont., has organized Fleet | 
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Old Gold Drops 
‘Parky’; Others 
Changing Shows 


New YorK—Agencies for the 
American Cigaret & Cigar Com- 
pany, Frigidaire and Thomas J. 
Lipton, Inc., were reported last 
week in the process of changing 
their clients’ network radio pro- 
grams, in two cases at least at a 
saving in talent costs. 

At the same time, P. Lorillard 
Company, maker of Old Gold 
cigarets, was disclosed to have 
canceled its ‘‘“Meet Me at Parky’s” 


She has a picture 
in her mind — 

a heart-stirring vision 

of coiffured loveliness, 
inspired by a page 

in her favorite magazine — 
and now, lending nature 

a friendly hand 

she'll make that picture real! 


When a woman shops 

for shampoo, rinse 

or wave set 

it’s no casual purchase 

she is making . 

in those jars and bottles 

her feminine eye perceives 
the very essence of romance — 
for all the while, you see 


In more than 3,500,000 homes, 
month after month, 

“mental pictures” from McCall's 
move advertising into action 
—as McCall's editors 

translate continuous 
in-the-home research 

into stimulating expressions 

of women’s hopes and dreams. 


show on NBC (Sundays, 10:30- 
p.m., EST) because of dissatisfa 
tion with the late-hour time a) 
inability to obtain a more sat 
factory period. The _ progra 
handled by Lennen & Mitch« 
will go off April 5. 

In the works, although not of - 
cially signed and sealed at mi - 
week, were the following sp: .- 
sored program changes: 
American Cigaret, an affiliate of 
American Tobacco, to drop he 
Frank Morgan Show (NC, 
Wednesdays, 10-10:30 p.m., ES‘), 
and to replace it with a newsn an 
adventure drama tentatively 
called “Feature Assignment,” ef- 
fective April 2. 


*X’ May Be Back 


Frigidaire, a division of Gen- 
eral Motors, to cancel the heavy- 
budgeted “Hollywood Star Time” 
(CBS, Saturdays, 8-8:30 p.m, 
EST) on March 29 and replace it 
with “Man Called X,” the mystery 
show aired last summer as a re- 
placement for Bob Hope’s Pepso- 
dent program. 

Lipton, a subsidiary of Lever 
Brothers, to drop “Vox Pop” (CBS, 
Tuesdays, 9-9:30 p.m., EST) some 
time this spring and pick up the 
CBS-packaged sustainer, “Arthur 
Godfrey’s Talent Scouts,” which 
despite the opposition of Fibber 
McGee & Molly on NBC Tuesdays 
10-10:30 p.m. (EST) has racked 
up Hooperatings of 9.5 for the§ 
first quarter-hour and 7.5 for the 
second 15 minutes. 

Foote, Cone & Belding handles 
the American Cigaret program, 
which advertises Pall Malls, and 
the Frigidaire show. The Lipton 
account is handled by Young & 
Rubicam. 


Will Ease the Budget 


The switches by American 
Cigaret and Frigidaire will save 
the advertisers money, especially 
in the case of “Hollywood Star 
Time” which paid heavily for 
weekly guest-star appearances of 
film celebrities. 

“Star Time” is the third Holly- 
wood glamor show to get the axe 
in recent months, Squibb having 
canceled “Academy Award Thea- 
ter’ and Cresta Blanca the ‘“Hol- 
lywood Players” program. 

Sale of the Godfrey show would 
culminate a months-long effort by 
CBS to find a satisfactory sponsor 
for this house package. Reports 
have had it that the indefatigible 
Mr. Godfrey, who does three daily 
daytime programs besides his 
“Talent Scouts” show, has turned 
down more than a dozen would-be 
sponsors. 

“Meet Me At Parky’s,” which 
is in its second year of Old Gold 
sponsorship, has a current 
Hooperating of only 7.8, but 
would have been continued had 
a more acceptable time per od 
been offered, the agency reported 
As it is, no replacement will be 
sought for the program and 111i 
part of the Old Gold budget ‘‘ma) 
very well be” diverted to ot. 
media, an L&M executive sid 
Old Gold, of course, still has ‘he 
Sinatra show on CBS. 


Heads Chicago Burea 
I. S. Anoff, president of Al! er 


Pick Company, has been ele: (ecm 
‘president of the Chicago Conv 1 
| tion Bureau, succeeding Josep! P 
|/Binns, who has resigned due t& 
his transfer from the Pale 
House, where he has been v c& 
president and general manage: “@ 
New York, where he will super ‘1s 
the Hilton chain’s properties 
the East. 


‘Two Join West-Marquis§ 


Clayton Norval LaVene, ir 
merly with Hixson-O’Donnell \¢ 
vertising, has been named an a 
count executive of West-Marc 15 
Los Angeles, and William J.Sc ™@ 
mon, formerly with Clayton | [fe 
Company, Alhambra, Cal., 18q 
joined the public relations dep 
| ment. 
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@ TODAY, industry ... management 
and labor ... faces the greatest challenge 
of all time. A challenge to lower unit 
costs, to make more things available to 
more people. To do this while paying 
high real wages. And, to produce profits 
in the doing! 

This vital task can be accomplished 
only by increasing output per man hour. 
and output CAN be increased in any 
plant! HOW to do it is the subject to 
which the May issue of Mill & Factory 
will be wholly devoted. 


“GREATEST PROJECT EVER ATTEMPTED 

BY AN INDUSTRIAL JOURNAL” — 
This comment by one of industry’s lead- 
ers upon examining the contents of the 
special Productivity Handbook issue sug- 
gests the scope of Mill & Factory’s latest 
editorial achievement in the service of 
industry. 

The Productivity Handbook repre- 
sents months of work, the contributions 
of hundreds of experts ... engineers, tech- 
nicians, manufacturers, labor leaders, 
specialists in industrial relations and in- 
centive systems. 


* “OUR VITAL NEED is higher productivity. 
Only through greater output per man hour can 
workers have high real wages, management 
make profits, and our nation stay solvent and 
safe” . . . say industrialists, labor leaders, 


economists, statesmen. 


A GIGANTIC “SUGGESTION BOX” 

FULL OF IDEAS! 
It is inspirational only in showing what 
must be done. Primarily, it is a “brass 
tacks” guide on how to increase output 
per man hour. Between its covers will 
be found countless practical, proved sug- 
gestions. This is an issue sure to be kept 
and used for a long time. Already plant 
managers are arranging to get extra 
copies, and labor leaders are planning for 
use of it. 


TELL HOW YOUR PRODUCT 

CAN HELP CUT COSTS — UP OUTPUT 
A special format for May permits your 
product to be presented in the editorial 
section dealing with the service to which 
it can be applied. Phone or write for de- 
tails now. Ask to see the outline for this 
issue. You'll find it worthwhile to make 
special plans for this extra-special issue. 
Regular rates prevail. 


Conover-Mast Corp., 205 E. 42nd St.,, 
New York 17; 333 No. Michigan Ave., 
Chicago 1; Leader Bldg., Cleveland 14; 
Forrest C. Pearson, 448 South Hill St., 
Los Angeles 36. 


MILL & FACTORY 


A CONOVER-MAST PUBLICATION 
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Transit Group 


half-hour 


of only 1.4, ATA is dropping this | period. 
Friday night Mutual 


Owen and Chappell is the 


/program and on Feb. 28 will take | agency for the ATA program. 


Swings to Mystery ‘\-: 


“Adventures of 


Bulldog 


New YorKk—The American) Drummond,” which even as a sus- 


Transit Association has, 
decided to tie its commercial mes- | the second period. 
sage to a listener-pulling mystery | 
show. 


“Bulldog Drummond,” 
Fridays from 9:30 to 10 p.m., EST 
Having for some months spon- | was sponsored last year by the 
sored a news highlights dramatiza- Lewis Howe Company for Tums. ‘Canada, swim suit manufacturer, | pany, 


like | tainer has a Hooper of 5.5 for its | Reid Appoints Kay Jones 
many another radio advertiser, | first 15-minute segment, 3.8 for 


Kay C. Jones has resigned as 
| account executive of Abbott Kim- 


aired, ball Company, Los Angeles, to be- 


|come advertising and sales pro- 
>| 


'motion manager of Rose Marie 
|Reid Company of California and 
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Packard Names Keith 


Sydney J. Keith, a member of 
the Automobile Manufacturers As- 
| sociation public relations staff, has 
‘been named public relations sup- 
‘ervisor of Packard Motor Car 
|Company, Detroit. 


Horton Joins Sealy 


Robert R. Horton, formerly dis- 
trict sales manager of Heil Com- 
Milwaukee, has joined Sealy 


tion called “Spotlight on Amer- | “Spotlight” has followed “Bulldog | with headquarters in Los Ar- | Mattress Company, Milwaukee, as 
ica,” which currently has a Hooper Drummon d” in the 10-10:30_ geles. 


'secretary and sales manager. 


Here are three display ideas 
that have already PROVED 
their selling effectiveness. 
Let us tell you more about 
them. 


Serving many of America’s 
leading national advertisers 
enables us to build distinc- 
tive displays that have eye 
appeal, sales appeal. 


Ideas and estimates sub- 
mitted without charge, 
without obligation. Write 
us for full particulars 
about our displays in: 


NEON...PLASTIC 

GLASS...WOOD 
METAL... 

COMPOSITIOD 


Now! 


tive ¢ 


1216 JACKSON ST. 


... your product with 


electric displays 
... that SELL! 


The femows 
streamliner in a double 
size model with two 
fluorescent lamps! Sturdy 
metol wnt with ottrac. 
baked enamel finish 


and chrome trim 


& 


“TIME”. will sell ©” 
 Pyour predust.. 
{ High quality, 
/-° serviceable elecs 
tric lack: fe: cam 
binwd: with the 
fluorescent Stream- 
finer producing 


one an wrigg ote 
oS fective Ber 2s 


ie, Sh orks 


“The Streemiiner Merchan- 
dise Display sets the 
‘ “ss  gtage for offectively dis- — 

~~ playing. y our product. 
“Note @H metol ilumi- 
feted ecunter unit svus- 
pended at eye level, 
light deflecting down 
HWiveineting the base 
which provides ‘omple « 
space for merchandise 
; gnd literature. 


OHIO ADVERTISING DISPLAY CO. 


CINCINNATI 10, OHIO 


No Big Drop in 
Food Prices Now, 
Grocerymen Told 


Curicaco—Optimistic hopes for 
25% reduction in food prices ai 
without foundation, although the: 
probably will be some decli: 
from present prices, Paul S. Will 
New York, president of the Gro. - 
ery Manufacturers of America, cd: - 
clared at the 20th annual convei.- 
tion of the National Retail Groce's 
Secretaries Association. 

Many opinions about price 1 
ductions, he said, are based 
prices of butter or fresh fruits. | 
pointed out that when butter we: 
to $1 a pound, there was no vari 
tion in such items as corn flakes. 
By the same token, he said, when 
butter drops, it is no indication 
that other items will drop. Mosi 
retail food stores today carry abou! 
3,000 to 4,000 items, and great 
numbers of these are not particu- 
larly variable in price. 

While he predicted that the food 
business would be good during 
1947, he also warned that the 
greatest stabilizing factor could be 
women shoppers, who should “re- 
convert” from the “timid soul” 
type of shopper to actual purchas- 
ing agents for their families. 

At the same time, Patsy D’Agos- 


1iaeor ii 


tino, New York, president of the 
| National Association of Retail 
| Grocers, warned secretaries of re- 
tail associations to guard against 
discrimination on the part of 
wholesalers and other suppliers. 
In the more highly competitive 
market that is growing daily, he 
| warned that independent retailers 
| must, through careful buying and 
| good service by wholesalers, be in 
|}a position to meet their competi- 
| tion. 

| J. C. Green, Oakland, Cal., sec- 
{retary of the Alameda County Re- 
tail Grocers Association, was 
elected president of the group, and 
Donald Lyon, Oklahoma Retail 
Grocers Association, Oklahoma 
City, was named vice-president. 
A. F. Guckenberger, New York, 
'was reelected secretary-treasurer. 


Two Name Kopmeyer 


Standard Forge & Axle Com- 
| pany, Montgomery, Ala., manufac- 
|turer of brake and dead axle as- 
| semblies for trailers, and the Guild 
|of Tobacco Connoisseurs, Indian- 
| apolis, maker of three tobacco 
| blends for sale by direct mail, 
| have named M. R. Kopmeyer Com- 
|pany, Louisville, to handle thei: 
| advertising. 

'To Palm & Patterson 


| Samuel Moore & Co., Kent, O 
|maker of transportation product 
for the bus, trolley coach, stree 
car, truck and railroad fields, ha 
named Palm & Patterson, Cleve 
_land, to handle its advertising. 


} 
| FROM THE OUTSID: 
| 


92% Home-carrier-delivery 


Bayonne family subscri 
13% tion ¥ ; 
66% More circulation amon 
Bayonne families than a 
New York and Hudso 
County evening newspape! 
combined 


THE BAYONNE TIMES 


NEW JERSEY 
_BOGNER & MARTIN 
Sales Representative 


| NEW YORK CHICAG* 
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REDBOOK 


re: esa wer 
. ine ati ae : a9 
eat a caf ioe: 
1 MONTH TO sa sa = 
ma\ REDBOOK, N.C. 4 a 
4 Ps im 


SU 4 HM he 4 SP dy 70 
| REDE IK, Lh Ve ML 4 
Ul , Llorida. 
. . y i 
They haven’t much excuse for holding just to mention a few of their needs. 
| YOU'D SPEND MONEY, TOO, IF YOU 
back when they have $139,400,000 left for Isn't $97 a pretty low pro-rata rate to HAD $6,000,000,000 LEFT AFTER TAXES! 
a 
spending after paying their taxes. reach a market of that size i ? That's what makes the audience of the Redbook a 
P 6 paying size in full a National Show such an attractive crowd to 
. . - ; : advertisers. They buy a billion dollars worth 
Nearly $17,000,000 goes for food, and — That's all it costs to reach these open- of food and spend 134 million dollars in drug 
; om stores. $44,100 will put your product up z 
the drug stores take nearly $4,000,000 of it. handed Florida Redbook families. The fact where they can see it 12 times a year in Re 
full black and white " 7 
They want nearly $2,000,000 worth of of the matter is that Redbook ought to be pages. a 
furniture; $478,000 worth of refrigerators, on your advertising list, if you're trying to a 


60,000 tires and 20,000,000 gallons of gas, make every dollar count. 


“8 REDBOOK.U.S.A! 


Send for the Redbook State-by-State analysis of family buying power. 
Write or phone Redbook, 444 Madison Ave., New York 22, New York. 
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OFFICES 


IN PITTSBURGH AND 


NEW YORK 


| & Garden and Vogue. Blanchard- 
| Nichols, Inc., will continue as 


| graphic studio of Glamour, House for A] Campaign 


|has joined the staff of Claude | lining the story of the company, 


Advertising Age, February 24, 194 


plains, “I have decided to be m 
own advertising manager becaus: 
I believe that the public’s friend). 


Conde Nast Expands 


E ’ 
Conde Nast Publications, New Carling § Ale Gets 


York, has opened a Los Angeles 


né | | familiarity with our brand is ju: 
advertising office under W. H.| . - : 
Haze, to serve southern Cali- AY 250 000 Bud ef | about the biggest thing in o1 
|fornia, Arizona and New Mexico. | | | | | | business. 


/It will function with the Los An- 


Terming his thoughts about a: 
| vertising “very simple,” Mr. B 
| hannon summarizes them in t! 
|fashion with regard to Carlin; 


E oe a : -|ale: (1) advertising “should 
Condé Nast’s advertising repre-| CLEVELAND — Brewing Corpora- | ” 
sentative for the Pacific Const ter- tion of America has “laid $1,250,- | fun to look at”; (2) the best ai\- 
ritory north of Santa Barbara, in- | 000 on the Carling’s barrelhead” | vertising is based on a simp |e 
cluding the Northwest. ‘to finance 1947 advertising of Car- | dramatization of the product itse |; 
ce. ‘ling’s Red Cap ale. | (3) “we are proud of the Carliny’s 
. That is the promise of James A. | name and propose to use it bodily”; 
Joins Schaffner Agency Bohannon, president of the com- | (4) the company will feature the 
Gerard E. Langeler, formerly in| pany, in an unusual brochure, | Symbol of the “jolly red cap on 
the sales department of Seymour | wppe Red Caps Are Coming,” out- | the man on the horse” and will use 
Mfg. Company, Seymour, Conn., | plenty of “good rich red” in its 
‘the ale and the advertising. “As | ads; (5) it has set the $1,250,000 


president of this company,” he ex- | een Bey Mgr oo gl a e- 


geles editorial office and photo- 


Schaffner Advertising Agency, 
New Haven. 


RETAILING is 10.1 in volume of advertising ! 


Again last year, advertisers spent more money in RETAILING than 
they did in the next eight home furnishings business papers com- 


bined! These 1,342 advertisers gave RETAILING the lion’s share of 


|ers in the brewery business”; and 
| (6) believing in consistency, it is 
concentrating in fewer publica- 
tions, with a lot more insertions 
| per year; “In this respect we have 
| taken a leaf from the book of the 
late George Washington Hill.” 


Uses Magazines, Dailies 


The campaign, through Leo Bur- 
nett Company, Chicago, calls for 
space in Collier’s, Life, The New 
Yorker, Newsweek and _ Time. 
Life’s schedule is said to be the 
largest that magazine has ever 
carried on a malt beverage. The 
magazine campaign will be sup- 
| plemented by newspaper advertis- 
|ing in local markets. 
| Formerly the Peerless Motor 
[Car Company, the Brewing Cor- 
poration of America acquired the 
| American rights and formulas of 
| Canadian Breweries Ltd. In 1940 
fe was 28th in an industry of 575 
breweries, said Mr. Bohannon, but 
it ranked among the first 10 in 
| 1945. Output stepped up from 2,- 
| 500,000 cases in 1935 to 13,000,000 
/cases in 1945, and Brewing Cor- 
| poration now is completing facili- 
ties to more than double its capac- 
_ity—to 27,000,000 cases annually. 

The company now has “at least 
the nucleus of distribution” in all 
48 states, Mr. Bohannon declared. 
| It decided two years ago to be- 
|come a “package house,” and sub- 

| sequently dropped its draft busi- 
|ness. All sales are handled through 
| distributors. 


lr orms Corbin Agency; 
‘Gets Four Accounts 


| Harold Metzendorf, formerly as- 
| sistant account executive of Law- 
;rence C. Gumbinner Advertising 
Agency, has formed his own 
agency, operating as the Corbin 
Advertising Agency with offices 
temporarily located at 73 Reade 
St., New York. 

The new agency has been ap- 
pointed to handle the advertising 
of E. J. Willis Company, New 
York, marine supplies; Advertis- 
ing Corporation of America, New 
York, leather gift items; Standard 
Arcturus Corporation, Newark, 
radio tubes, and Hydrawlik Com- 
pany, Roselle, N. J., plastic pap! 
moisteners. 


THE TWICE-WEEKLY 
NEWSPAPER COVERING: 


e Furniture and Bedding 
© Curtains and Draperies 
e Decorative Accessories 
e Floor Coverings 


Radiron to Hutzler 


Hutzler Advertising Agen:\, 
| Dayton, has been named to han: 
the advertising of Radiron C 
poration, Miamisburg, O., mal 


va 
i 


their business advertising dollar because they know that RETAILING 
is the No. 1 publication with America’s home furnishings retailers 


. and that means Number One in a 7 billion dollar market! 


A FAIRCHILD PUBLICATION 
8 EAST 13TH ST., NEW YORK 3 


( Jurnishings ) 


e China and Glassware 
e Lamps and Lighting 

e Housewares 

© Major Appliances 

© Radio and Television 


of electrical appliances. 
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New Founded in the early days of the automotive industry, 
a, New the Mather Spring Company originally employed 
lewark, about 50 men. Today, many times that number of 


© 
5 
on 
» 


B paper skilled workers are needed to produce the greatly 
expanded output. The high quality of Mather prod- 
ucts is widely recognized. Mather supplies most of 
or an the leading automobile, bus and truck manufacturers 
with springs and bumpers ...It is one more of the 
F 555 diversified industries which bring renown to 


Toledo as a manufacturing center. ..industries whose 
excellence of quality and variety of production give 
stability and balance to the Toledo market. 


: ‘his is Voledo 


a home of the MATHER SPRING COMPANY 


__ suppliers to the automotive industry since 1911 


and this is the TOLEDO BLADE 


“Together we Build Toledo”’...The city’s 
555 diversified industries, of which 
Mather Springs is a fine example, build 
Toledo. Toledo’s fine stores build Toledo. 
The good citizens in all occupations build 
Toledo. And The Blade, serving not only 
Toledo but also the rich Toledo Trading 
Area, which does so much to lend stabil- 
ity and balance to the Toledo market, is 
dedicated now, as in the past, to building 
Toledo by providing a great and grow- 
ing mewspaper to serve a great and 
growing community. 


TOLEDO BL 


One of America’s Great Newspapers 


REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 
MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 


Write for folder, 
“They're Betting 
$100,000,000 on Toledo,”’ 
and ‘This is Toledo” 
booklet 
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Lenk Appoints Alexander Trqubee Starts 


H. N. Alexander has been ap-| 
pointed sales manager of Lenk} 
Mfg. Company, Newton Lower | 
Falls, Mass. 


GUCCESSFULL 
(IMITATED 


Perfect Housewife 


Annual Contest ak. 
BROOKLYN — Traubee Products | Appoints Hochberg A.M. ising accounts. 


Company, household appliance 
manufacturer, is starting an an- 
nual contest to pick the “Perfect 
Housewife.” 

Entry blanks have been sent to 
all Traubee dealers, and from the 
blanks contestants will be selected 
for interview by a committee, with 
finalists to be selected. subse- 
quently. 

The company’s general advertis- 
ing budget has been increased for 
1947, and probably will run around 
$125,000. The contest will be pro- 
moted in general magazines and 


in appliance dealer business pa- 
pers, and all copy will carry the 
'“perfect housewife” theme. J. R 
/Kupsick Advertising Agency han- 
|dles the account. 


| Fred M. Hochberg, recently re- 
| leased from the Navy and before 


that director of mail order mer- | 


chandising for National-Porges 
_Corporation, Chicago, has been ap- 
| pointed advertising manager of 
Altheimer & Baer, Chicago. 


Two Appoint F&S&R 


Brooks Boiler Treatment Com- 
|pany, Cleveland, manufacturer of 
industrial chemical products, and 
American Stock Yards Association 
|of Cleveland, have appointed 
| Fuller & Smith & Ross, Cleveland, 
‘to handle their advertising. 


Advertising Age, February 24, 1947 


4-Point Labor 


_Benziger Advanced 
| Adelrick Benziger Jr. has been 


‘| appointed advertising manager of | Program Offered 


| the New York Journal of Com-_ 

_merce. He joined the publication | 7 1 

'in 1946 to handle financial adver- | at Ohio Meeting 

_ CoLumsus, O.— Criticism of 
lack of clear policy governing re 
‘lations between publishers an 


J. G. Bumberg, formerly adver- | the mechanical unions, and a fou: 
labor relations progra: 


Joins Lippit Agency 


| tising and sales promotion man-/| point 
-ager of the Vanderbilt-Fordham | were offered at the annual co»- 
tire companies, has joined Jules! yention of the Ohio Newspap 
Lippit Advertising, New York, as| association by Karl H. Thiesing 


ROCHE CROCWTITS. executive secretary of the New 
° York State Publishers Associa- 

To Schwimmer & Scott 4. _- 
Royal Blue Stores, Chicago, His proposed four-point pro- 
nr pert —. ~- gram includes establishment of a 
. : in ‘he 10-man council composed equa!ly 
aes he  sen by Regge | of industry and union representa - 
cago. “ tives to serve as a supreme court 


|of labor relations, which would 


anew wwe dow eon d 
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With no extra cost, wheat pasture is putting millions of dollars into the pockets of 
Kansas Farmers . . . building winter purchasing power in the nation’s fifth farm 


market... an 


To sell this year 


' 
' 
' 

' 
ee ee eee eee 
c 1 
‘ 
‘ 
' 
' 


a 


all-season market. 


‘round income area, care- 


ful media selection points to KANSAS 
FARMER, the only state farm paper, that 
has influenced for 80 years the purchases 
that mean more productive farming and 
better living in rural Kansas. 


CAPPER PUBLICATIONS, INC., offices are in New York, 
Chicago, San Francisco. Home Office: Topeka, Kansas 
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handle disputes referred to it after 

‘failure of regular negotiations. He 

recommended labor - management 

committees to be set up locally, 

\ and that negotiators representing 

‘\ the two sides take over on collec- 

tive bargaining issues. He also 

: s suggested a joint union and man- 

\ ‘agement planning committee to 

‘keep both sides informed about 

‘future economic problems. He 

» ‘based his suggestions on the plan 

of the electrical construction in- 
| dustry. 

Leon A. Link, production man- 
ager, Cleveland Plain Dealer, who 
outlined use of an electrical device 
which transmits pictures in the 
‘form of engravings, warned the 
association that all departments of 
‘newspapers, especially sales and 
'editorial groups, should be made 
“manufacturing cost conscious.” 
He pointed out also that the grow- 
|ing trend toward color equipment 
|should be carefully considered be- 
|fore installation, to make certain 
that its use would not prove too 
costly for the demand involved. 
Ohio weekly newspapers, about 
pe of which received awards in 
various classifications, were told 
'that they face tremendous oppor- 
|tunities to attract more national 
|advertising by presenting needed 
‘market data, by contact with 


' 
' 


o o o | manufacturers and _ cooperation 
Cen cw -_ CUteL | with advertising agencies. To do 
this, said Gene Alleman, manager 


Pastures are 


GREENER 
in KANSAS 


Today . . . any day from November through March . . . a million cattle from snow 
covered and winter killed ranges are gaining one and one-half million pounds of 
eighteen-cent beef on Kansas wheat pasture. It’s the same, double-duty wheat that 
will mature in June, producing what is forecast as one of the largest crops in history. 


|of the Michigan Press Association, 
would mean that weeklies would 
strengthen their economic position 
which lately has been of great 
concern to members of Congress. 


Promotes McCandless 


Charles F. McCandless, assist- 
ant director, has been named di- 
rector of research of the Inter- 
American Research Service, New 
York, succeeding Dr. Francis God- 
win, who has resigned. 


Joins Insurance Firm 


Acheson E. Lucey, formerly ac- 
vertising manager of American 
| International Underwriters’ Cor- 
| poration, New York, has joined 
National Life Insurance Company, 
Montpelier, Vt., as assistant in the 
publicity department. 


Promotes Nelson 


Harry E. Nelson, assistant ¢'- 
|rector of publicity, has ben 
/named to the newly created pos'- 
tion of director of advertising » 
General American Life Insuran:¢ 
Company, St. Louis. 


NO USE TURNING 
CUSTOMERS AWAY 


And yet you mor if You 
be doing just that -@ 
There's a 7 billion ee 
dollar market you and Se 


could encourage| COSMETICS 
simply — J letting& - 
these people know you'd welcome th: '' 


business. For the Negro looks to his ra °* 
press for guidance. Your advertising © 
the Negro papers can earn his con * 
dence, good will and regular patrona 

But whether your product is c 
metic, food, drink, wearable, or a! 
thing else, it will pay you to write “ 
Interstate United Newspapers, Inc., ©’ 
Fifth Ave., New York, for the facts 
the success stories built out of reac \- 
ing this great and growing markt 
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i 7” Youcan iust forget your rip-snortin impression 
ss ’ of Arizona, Mister. Things have changed. 
| | Hell-raisin' gun totin' bad men live on--but 
“at, only inlegend. 


Your true picture of Arizona today is one of 
expansion and modernization. Here, you'll 
find growing, thriving cities and towns popu- 
lated by over 660,000 people. They're 
modern in their buying power and buying 
habits. Expanding Arizona is a year ‘round 
spending spot for millions of shopping dollars. 


Alert advertisers are finding out that the best 
way to tell and sell Arizonans is through the 
Phoenix Republic and Gazette. High in read- 
er response, low in reader cost, no other 
advertising medium can do the job as effici- 
ently and economically. 


‘ly ad- 
erican 
’ Cor- 
joined 
een Aint seen a good gun fight in y‘ars out 
in the h‘yar . . . Folks is too consarn busy 

buildin’ and expandin’. Yessir, Ari- 

zona is the growinist yung ‘un | evvir 
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ARIZONA AL SEZ: 


REPUBLIC AND GAZETTE 


REPRESENTED BY KELLY-SMITH COMPANY 
NEW YORK * CHICAGO * SAN FRANCISCO * DETROIT * ATLANTA * PHILADELPHIA * BOSTON 
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od |cation season. all, keyed ads were run in 17| ; ; | products through full-page cop 

Vacation Ads Cost Among those who accepted the | magazines and 15 newspapers. The | “% a emt /in Toys & Novelties for Marc 50,0 

$40 000: Vi it | state’s invitation, via ad copy, the | campaign expenditure was sharply ove opmen iS me well as adi gene publication ) 
‘ ‘ Isitors laverage party was 3.2 individuals |higher than for previous seasons, | Pee: ie Rig eyes Moe ye 6 plus some radio time. I ue 
‘and the average length of vaca-|said the commission, with several | V@X'and, ©al., has anno e | 
Spend $2,000,000 | tions two weeks. It was shown | of the large-circulation magazines | a bd Fh end —"* oo Fur Farmers to Kimball Chr 
Concorp, N. H.i—New Hampshire | that 4,047 parties, or 12,950 in-| used for the first time. equipment and supplies; and fu- | Fur Farmers of North Ameri CHIC 
spent $40,000 on its 1946 spring | dividuals, spent their entire vaca- Although the appropriation for) tyre advertising plans for two| an association representing t receive 
and summer advertising and at-|tions in New Hampshire, while|New Hampshire recreational ad-| other accounts, Rainbow Hybri- | Tanch = ip bane Tama are of all ¢ 
tracted $2,000,000 worth of vaca- | 5,538 parties or 17,722 individuals | vertising is the same this year| dizing Gardens, Placerville, Cal., States pe Canada. has saibadnt Capt. 1 
tion business, the State Planning | vacationed in New Hampshire and |as last, the allocation of funds for | and Forrest Leather Products, San | tne Abbott Kimball Compa WBKB 
and Development Commission | one or more additional states. jother ad uses has reduced the ——. ‘ated Stati Aa | New York, to handle forthcom: - ing of | 
estimates. The questionnaires, mailed to a |amount devoted to 1947 spring | Fried aa aa y Fon wt ge hm magazine, newspaper and busin. ;s ment C 
The figures are based on two / total of 4,000 names, were returned and summer advertising by about | and dash board siivertistia on | Paper advertising. He | 
independent, surveys, conducted by |by 1,569 people, or 39%. Those | 18%, the commission said. | 100 street cars and buses in down- | > aa in will be 
a publishing company with the questioned had responded oa See oti aaa rer eng aco For socengaent Hy- | Appoints wr Agency 50,000 
assistance of Boston University,| viously to ads in the five maga-| : _bridizing Gardens, copy will ap- | awrence Warehouse Comps ny now 1,( 
and by the commission’s own ad- | zines Which attracted the greatest | Appoints Robeson pear in Better Homes & Gardens, has appointed the San Franci:co three t 


David E. Robeson, formerly with! House Beautiful, House & Garden | office of J. Walter Thompson Con- 


vertising agency, Charles W. Hoyt response—American Magazine, | ; . . - : when 
, “di : : : >| Batten. Barton, Durstine & Os-| and others, in an enlarged version! pany to handle its advertisi ig 
yrmayr dy — ae epee | Good Housekeeping, Holiday, Na-' jon Buffalo, has joined Allied|of its 1946 campaign. Forrest Business Week, Time and busines: introdu 
ion Wl ew Yor University. tional Geographic Magazine and Advertising Agencies of Florida,| Leather will boost its leather papers in the banking field will be The 
The studies included no ques- The Saturday Evening Post. In Inc., Tampa, as copy chief. coats, quality luggage and other used. Param¢ 


tions on actual expenditures, but | 
the commission estimates the aver- | 
age expenditure per person at $50) 
a week, in line with the findings 
of previous surveys. They showed 
that 30,672 persons, comprising 
9,585 vacation parties, visited New 
Hampshire during the 1946 va- 


— ————. 


& 


em NEE 


oat? FL 


PR 
8Pendens ses 
'' © w 


e al 3 
Dl 4 Y it T| He Z lewspq] 
as ’ 
| Se ree eport ©: 
je ashington 4 a 106 
Nn ce ee ad j re 
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lions mc 
Ace in the sales hole for countless Neck a 
national advertisers is the booming. : se stest wists: 
multi-billion dollar sportsman’s mar- ‘ lewWSpdy 
ket. And ace result getter in this all- s 
man, mass buying market is Hunt- We. hay 
ing & Fishing magazine — the top 4 TOT rée wvaaal “My be 
favorite among 450,000 ‘grass roots”, 3 . ; nd istry 
seven-day-a-week sportsmen. ( 4 ‘ ; 
Hunting & Fishing has an amaz- . lp i owe on diiors 
ingly successful record for consist- 4 ' ai 1 Bie, is a 
ently out-pulling, out-selling other inion ¢ ( ig j j ‘ nterests 
publications in the outdoor field. ‘ ; 


An In 
Hunting & Fishing claims — tad 


BEST RESULTS AT LOWEST COST 


— and backs it up with solid ~~. 
proof. Ask to see the evidence of - slit 
how Hunting & Fishing readers . . eo t R 
week after week, year-round sports- . Tr. 
men — respond powerfully to adver- : 7 . 
tising ; 

Play your ace card — place your 
advertising in the best SELLING 
magazine in the field! 


Bi Timtes 
Ba ‘am 


1819 Broadway New York 23, N.Y. 
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50,000 Video Sets 
Due in Chicago by 
Christmas: Eddy 


Cuicaco—Makers of television 


station asserted that receiving sets 
will probably never be sold for 
less than the current prices. These 
prices, he said, now allow for too 
narrow margins for manufactur- 
ers, distributors and 
Even when production is stepped 
receivers have agreed to ship 20% |up prices will not fall because 

“you are currently reaping the 


o! all their video sets to this area, 

Capt. Bill Eddy, head of Station | benefit of war-developed mass 
WBKB here, said at a recent meet- | production” in the radar field, he 
ing of the Chicago Radio Manage- declared. 

ment Club. | Capt. Eddy predicted that mo- 


He predicted that 35,000 sets| tion pictures will not play much 


retailers. | 


will be sold here by early fall and! part in television; that continued | 


50,000 by Christmas. There are need will exist for both low-band 
now 1,096 sets in the Chicago area, | black-and-white television and 
three times as many as on Nov. 3,| highsband color television, and 
when the new RCA sets were that video programs produced by 
introduced. WBKB here this year will equal 

The director of the six-year-old in quantity and quality those by 
Paramount-Balaban & Katz video! the several video stations operat- 


-all catalog operating functions—| vertising manager of Pit & Quarry, | 


ing in New York, Schenectady, | Cortelyou, as head of production 
Philadelphia and Washington. |for the catalog service division. 


| ia bah dO 
To McGuire Advertising 


Champion Spark Plug Company 
of Canada, Windsor, has named 
McGuire Advertising, Windsor, to 
handle its promotion. National 
| magazines, newspapers, farm pub- 
lications, weekend papers and 
trade publications will be used, 
|with aviation publications to fol- 


Stanley Alling Named 


Catalog Service Manager 

McGraw-Hill Publishing Com- 
pany has appointed Stanley Alling, 
formerly representing Coal Age 
and Enginering and Mining Jour- | 
nal in the Chicago territory, as 
general manager of a newly estab- , 
lished catalog service division. | ‘OW: 
Mr. Alling will report to N. O.| 
Wynkoop, vice-president and 
comptroller of the company. He 
will maintain headquarters 
New York. 


Names Montgomery V.P. 


James E. Montgomery, adver- 


| Publications, Chicago, 


operating division, to encompass | rector. He will continue as ad- 
supervision, sales direction and | Pit & Quarry Handbook, Concrete 
production. R. W. Davis will con- | Manufacturer and Concrete ‘Indus- 
tinue as sales manager and J. S.| tries Yearbook. 


in| tising manager of Pit & Quarry | 
has been | 
The division is an independent} appointed vice-president and di- | 


And it makes STEEL 
the most widely quoted 


of all business publications 


es news for most daily 
lewspapers trom coast to coast was STEEL’s recent 
eport on “Metalworking Prospects for 1947.’ More 
han 100,000 readers saw the full report in STEEL. 
The newspapers carried the story of it to mil- 
ions more. 


Neek after week throughout the year in these same 
iewspapers, ‘STEEL says,” is a familiar quote. 


Maybe it's because STEEL’s editors have so con- 
sistently proved their ability to do an outstanding 
job of accurately reporting metalworking develop- 
ments to the industry—and for the industry. News- 
papers like authoritative sources for their news. 


Maybe it's because STEEL has the largest full time 
editorial staff of any industrial paper, and covers 
every industrial news-making center. Newspapers 


appreciate on-the-scene reporting. 


laybe it's because STEEL speaks to the biggest 
ndustry in the world—metalworking. Newspaper 
diiors know that what happens in metalworking 
nterests and affects everyone. 


A Penton 
Publication 


Whatever the reason, STEEL’s readers know, ‘What 
STEEL says makes news!” 


STEEL e Penton Bldg. « Cleveland 13, Ohio 


27 


It’s a little 
embarrassing 
| blowing your 
 ewn horn, but..: 


se 


P.S. These are the Official 
ABC figures for the 20 
distributing units, 
ended March 31, 1946, 


6 months 


...and at the lowest 
cost per color page per 
thousand of any leading 

weekly magazine 


@ The American Weekly pro- 
vides effective coverage in 
more communities of every 
size than any other publica- 
tion ever delivered into 
American homes. 


@ The American Weekly goes 
into 20% or more of the 
homes in each of 3838 com- 
munities of 1000 population 
or more.These places include 
the 713 key cities where 50% 
of all retail business is done. 
More than 14,500,000 fami- 
lies live in these communi- 
ties—over 7,000,000 (nearly 
50%) read The American 
Weekly. 


In addition, over 1,000,000 
families in places under 1000 
population also read this 
great national magazine. 

@ This includes men and wom- 
en in every walk of life, in 
every income group, inevery 
educational or social class. 


For years leading advertisers 
have called The American 
Weekly the most effective sin- 
gle medium for national ad- 
vertising .. 


. and for winning 
the enthusiastic support of local 
merchants. 


THE AMERICAN 
\VEEKLY 


“The Nation’s Reading Habit” 


MAIN OFFICE 
959 Eighth Avenue, New York 19, N. Y. 
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ONE FLING AT A TIME 


Test campaigns in South Bend, Indiana are not com- 


plicated by dual circulation. This one-newspaper mar- 
ket is covered to saturation by The South Bend Tribune. 
Tests in “Test Town, U.S. A.” are accurate, decisive. 
Economical, too, with “split runs” at no extra cost. 


The market for tests you can trust-—that’s South Bend. 


he = Ii 
Ne 
eR Reoum BEND 
IND. 


STORY, BROOKS & FINLEY, INC., National Representatives 


Clapp Schedules Drive 
for ‘Meal-in-a-Dish’ 

American Home Foods, New 
| York, has scheduled a two month 
“meal-in-a-dish” newspaper and 
magazine promotion for five 
Clapp’s baby food dishes, with the 
campaign breaking this month. 

Newspapers in 120 cities will 
carry large-space insertions, sup- 
ported by page advertisements in 
Good Housekeeping, Ladies’ Home 
Journal, Life, McCall’s, Parents’, 
True Confessions, and True Story 
(during .February and March), 
and American, Cosmopolitan, 
Family Circle, Western Family 
and Woman’s Day (during 
March). Young & Rubicam, New 
York, is agency for Clapp. 


‘Star’ Elects Roberts 


Roy A. Roberts, managing edi- 
tor of Kansas City Star and Times, 
has been elected president and 
general manager of the Kansas 
City Star, succeeding the late Earl 
McCollum. C. G. Wellington, who 
has been assistant managing edi- 
| tor, has been named to succeed 
'Mr. Roberts as managing editor. 


Lt sadaate caaetmares meee aetna ee ee 


uty 3. NN ies | overshadowed by Portiand’s famed Mt. Hood. 3 
of tae f ey Photograph by Oregon Journal Staff Photographer. —_- 


You can sell Oregon’s only 
major market, Portland, with The Journal 
...which now offers advertisers the largest peace- 


time circulation in its history, both daily and Sunday! 
x«_««* 


The JOURNAL 


Afternoon and Sunday 


PORTLAND, OREGON 
' Represented Nationally by Reynolds-Fitzger ald, Inc. 


x , * + . 
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Basford to Make 
New Market Study 
for Contractors 


WASHINGTON — Associated Gen 
eral Contractors of America ha 
announced that it has retaine 
G. M. Basford Company to con 
duct a market survey which wi!! 
determine the scope of the associa 
tion’s future advertising and pub- 
lic relations. 

Basford is to conduct a’ personal 
| interview and mail study to “de- 
termine the extent to which the 
association is known to persons 
of substantial influence in award- 
ing contracts” and the “degree to 
which membership in the associa- 
tion is recognized as indicative of 
skill and integrity.” 

During a four-month period, it 
will contact architects, consulting 
engineers, railroad officials, in- 

dustrialists, public utilities ex- 
| ecutives, bank and insurance offi- 
|cials, and federal, state and local 
| government officers. 
| In the interim, the association’s 
| magazine and business paper cam- 
paign, conducted by Campbell- 
Ewald Company, has‘ tapered off. 
At the conclusion of the survey, 
Basford will make full recom- 
mendations, and presumably take 
over the account. 

The association spent $35,000 
in 1946 in a campaign under the 
theme “America progresses 
through construction,” in Ameri- 
can City, Architectural Record, 
Banking, Business Week, Con- 
struction Methods, The Con- 
structor, Dun’s Review, Engineer- 
ing News-Record and Fortune. 

Walter Mulhall, Basford vice- 
president, is account executive, 
and the survey is under direction 
of William Stokes, Basford di- 
‘rector of research. 


ABC to Total 243 
with 7 New Outlets 


Seven new stations, four of 
them newspaper owned, will soon 
join American Broadcasting Com- 
pany. The stations, WQAM, 
Miami, (5,000 watts daytime, 
1,000 night) to join June 15; 
KULA, Orlando, Fla., (under con- 
struction, 10,000 watts daytime, 
5,000 watts night) to join July 1; 
WBEC, Pittsfield, Mass., (100 
watts) to join April 1; WELM, 
Elmira, N. Y., (250 watts) to join 
May 1; WCRO, Johnstown, Pa., 
(250 watts) joining May 1; KFSA, 
Ft. Smith, Ark., (1,000 watts) 
joining March 3. Stations WQAM 
and WHCoO are joining ABC as 
replacement outlets; WBEC, 
WELM and WCRO will be affil- 
iated with the net’s Northeast 
group. 

These additions will brin: 
| ABC’s total to 243 outlets. 


Joyce Promotes Wolfe 

Merritt Wolfe, in charge oo! 
sales and advertising, has bee! 
named vice-president and genera! 
manager of Joyce Machine Com 
pany, Hatboro, Pa. George Joyce: 
remains as president. 
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‘ >10.000.000.000. 


bee! @ Now—TRAVELTIME, the important new magazine, offers 
ina exciting, beautifully illustrated, but “down-to-earth” features 


and “how-to-do-it”’ facts to satisfy the travel urge of every- a 


—~ day. vacation loving Americans—millions of them! 


Wg @ Pre-war they spent BILLIONS OF DOLLARS yearly for 
FA Cc T gy pleasure and vacation travel! 
6 . 


: . . . . " &ee 
a | @ 15c per copy; $1.50 per year. @ Type page 7x 10. @ 4-color ® But now, with higher incomes and pent-up travel desires, 
RY cover; 2 colors throughout. @ Print order 150,000. Guarantee . : A , 
B 100,000, @ Closes Ist of preceding month. On sale Ist of month. oldtimers as well as inexperienced travellers will spend 
oa * a issue hee ppaendp ara rate card has —_ — 
0 to you. it hasn’t reache ur desk, write, wire or phone for . 
2 jWmemeana ee P 10 BILLION DOLLARS in 1947* 
eS) eta | ee ag How mm Inc., — w. — St., vo ny) Y.3 
’ am ° » i r; > i 3; Cc . . . 
pa J. Withelm, Promotion Manager. Nanewert George @ TRAVELTIME aims straight at these bulging travel 
Py, New England, Meade & Co., Statler Bldg., Boston. West Coast, J. W. Conrow, . = 
P. ce : 1175 Woodbury Rd., News nay phe ag Beery a gd York Office. pocketbooks ° 
10 % 4 t Chicago, Middle West, C. R. Larson, New York Office. Canada, Douglas R. 
¥ a Oliver, 81 Hudson Dr., Toronto. 
Tim . ° _ rr P ” 
aie a 1 *1946 national convention of ite Naticnal Association of Travel Officials (“TIDE”—November 29, 1946). 
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What Veronica wants most 
is a nurse... 


You enthuse your salesmen, you get distribution in more outlets and 
greater co-operation in all of them, you speed turnover and build 
bigger sales and profits, when your advertising is geared for maxi- 
mum effectiveness on the largest number of your best prospects. 


That’s why you get more of what you want in Chicago when you 
build your promotion around the Tribune —the newspaper which gives 
your best customers and prospects more of what they want. 


Every day of the week, the Tribune's forthright reporting and its 
dynamic editorial personality attract the attention of the people 
who account for the bulk of the sales made at retail in every neigh- 
borhood and suburb of Chicago. 

On weekdays, the Tribune sells from 515,000 to 725,000 more 
copies than other Chicago daily newspapers. On Sundays, the 
Tribune's plurality of total circulation over other Chicago Sunday 
newspapers ranges from 375,000 to 1,030,000. 


The Tribune is the only Chicago newspaper that delivers the 


What Mike wants most 
is a champ... 


You get more of what you want in 


build your promotion around the 


equivalent of majority coverage of all the families in Chicago and 
suburbs. In addition, its important coverage of cities and towns 
adjacent to Chicago has made it a regional medium famed for its 
ability to build brand preference and win dealer support thruout the 
central states. 


To get more dealers to stock, display and get behind your product 
or line in Chicago, to get more of what you want, with maximum 
effectiveness and economy here, build your promotion around the 
Tribune. Rates per line per 100,000 circulation are among the 


lowest in America. 
* & e 


Advertisers as a group make plain that they get more of what 
they want in Chicago when they build their promotion around 
the Tribune. They place in the Tribune practically as much of 
their advertising budgets as they place in all other Chicago 
newspapers combined. 


Ciiicogo Tribune representatives: H.N. King, 810 Tribune Tower, Chicago 11—E.P. Struhsacker, 220 E. 42nd St., New York City 17—Fitzpatrick and Chamberlin, 155 Montgomery St., San Francisco 4—W.E. Bates, Penobscot Bidg., Detroit 26 
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What do you want most, 


Mr. Advertiser? 


Faster turnover? 


? 
More repeat customers: 


Stronger brand 
Preference? 


Wider distribution? 


A pepped-up 


What Pinky wants most 
is a motorcycle... 


Chicago when you 


Chicago Tribune © / 
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Chicago Tribune 7 


January average net paid total circulation: 
Daily, Over 1,040,000—Sunday, Over 1,500,000 


MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Prefabricated Packaged Display 


FOR CONVENTIONS, EXHIBITS, FAIRS, SHOWS, 
MEETINGS, EXPOSITIONS, DISPLAYS OF ALL KINDS 


COMPACT, FOLDING, PORTABLE, QUICK, EASY 
to set-up, light-weight, sturdy. Arrow 
indicates built-in literature rack. 


MAY BE USED SINGLY, OR IN MULTIPLE 
units for any size display. ... Folds down to 
4'6"x3'x2"; flips open to 3’x3'x18” display table. 
THREE UNITS MAKE 10’ BOOTH IN 10 MIN! 
immediate delivery, limited quantities 
TOPS,3'x18' Literature RACK DISPLAY UNIT 


slips into front 
eoch $128 wh .4 $585 
ship. wel. 3 Ibe. ship. egt 3 ibs. we, 
art display adv. iui roms 


West Coast Group 
to Serve Eastern 
Agency Accounts 


Los ANGELES—Ad Associates has 
been set up here, with headquar- 
ters at 650 S. Grand Ave., to 
handle account work for eastern 
advertising agencies which do not 
operate West Coast offices. 

Principals in the new agency 
venture are Andy Kelly and Gor- 
don Horney. The former served 
as West Coast manager for J. 
Stirling Getchell, Inc., prior to the 
war, directing account activities 
on Plymouth, DeSoto, Airtemp, 
Kelly tires, etc. More recently he 
acted as publicity director for CBS 
in the western area. Mr. Horney, 
long active in the Pacific Coast 
agency field, in recent years has 
been identified with the Mobilgas 
and Max Factor accounts. 

Ad Associates has established 
complete agency service facilities 
and will handle all phases of ad- 
vertising, public relations and 


— 


marketing. An account executive 
will be assigned to handle the af- 
fairs of each “associated” agency, 
and full “coast office’ agency 
identification will be established. 
The group will be limited to 
agencies handling non-competitive 
accounts. 


Red Top Shifts Officers 


Howard Ullman, vice-president, 


has been appointed general man-| 


ager of Red Top Brewing Com- 
pany, Cincinnati. Edgar J. Mack 
Jr., vice-president, has been 
named assistant general manager. 
I. S. Benjamin, vice-president, has 
been appointed sales manager, 
with Jack Craycroft as assistant 
sales manager. R. S. Kuhn, vice- 
president, has been named sales 
manager of the Ohio division. 


Names Rothenberg 


A. M. Rothenberg, 2412 W. 7th 
St., Los Angeles, has been named 
advertising representative of 
Modern Plastics, Modern Packag- 
ing, Modern Plastics Encyclopedia 
and Modern Packaging Encyclo- 


pedia. 


Advertising Age, February 24, 1947 


Business Morality 
Needs No Apology, 
Bristol Insists 


Doing Excellent Job 
for Workers, Says 
Drug Firm Executive 


Cuicaco — Scoring “representa- 
tives of business whose sole ob- 
jective seems to be to apologize” 
for the “long hours labor used to 
work and the low pay labor used 
to get,” Lee H. Bristol, executive 
vice-president of Bristol-Myers 
Company, told a joint meeting of 
the Chicago Federated Advertis- 
ing Club and the Chicago Sales 
Executives Club Feb. 13 that “I 
am proud—not ashamed—to be 
called an American business man.” 

“It is my firm belief,” he said, 
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“MAKE IT FIRST ON YOUR 1947 SCHEDULES: 


The Washington Post 
FIRST IN AMERICA 


IN RETAIL GROCERY ADVERTISING 


AMONG ALL METROPOLITAN CITY* 


Consumer acceptance and dealer support are the = 
key words, and in Washington, D. C., you get both 


when you advertise in The Washington Post: 


NEWSPAPERS 


ad 


[1] The Post carries more retail grocery 
advertising than any other Washington 
newspaper. 


[2] This Post leadership over a three-year 


period has established the Friday morn- 
ing Washington Post as the grocery 
market place for Washington house- 
wives, 


[3] Dealers are more interested in the 
paper they use themselves. The Post 
had 37 retail grocery advertisers in 
1946 —and 18 of them advertised 
exclusively in The Post. 


The combination of Washington's greater buying 
power and The Washington Post’s dominance as the 
grocers’ advertising medium has made The Post first 
among all metropolitan city* newspapers in retail 
grocery linage for 1946. 

Washington and The Washington Post belong at 
the top of your 1947 schedule. The rate is 43c a line. 


Six Additional Reasons Why 
The Washington Post Is 
Important to National 


Grocery Advertisers 


Brand Survey 


: 
2. Grocery Route List : 
3. Market Data Book 

4, 
5 
6 


Trading Area Data Study 


. More Dealer Ad Tie-Ups 
. Merchandising Support 


The Post knows the Washing- 
ton market best and can best 
assist you to sell, 


Washington Post BRAND SURVEY Now Available 


The 1946 brand survey of The Washington Post 
—now available—shows the percentage of Washing- 
ton consumers buying each brand of 58 types of 
grocery products. Baked goods, breakfast foods, condi- 
ments, dairy products, meats, soaps—the whole story 
of consumer purchases is ready for your information. 
To get a copy of this 72-page brand survey, write Jack 
Sacks, national advertising manager, The Washington 
Post, Washington 4, D. C., or call a Washington Post 
representative. 


MEDIA RECORDS 1946—Citles over 500,000 population. 


Represented by. Osborn, Scolaro, Meeker & Co, George D. Close, Inc. (Pacific Coast), Metropolitan Sunday Newspapers 


“that business men are not reac- 
tionary, they are not slave drivers. 
they are not opposed to higher 
Wages and better workers’ condi- 
tions and that, as a class, they 
have done as much or more for 
the well-being of their country 
and their fellow man than any 
other class in this country or the 
world.” 


Cites B-M Record 


“We in Bristol-Myers believe— 
and proudly—in the American 
system of individual liberties, 
representative government § and 
private competitive enterprise,” 
Mr. Bristol said. ‘‘We believe that 
in a free society the well-being of 
the people is paramount. We be- 
lieve our first obligation as busi- 
ness men in promoting that well- 
being, in promoting happy and 
productive employment, is to op- 
erate our business efficiently and 
profitably.” Under this concept, 
he said, Bristol-Myers employes 
fare like this: 

Wages up over 55% since Janu- 
ary, 1941. 

Eight paid holidays for factory 
workers; two weeks paid vacation, 
three weeks after 10 years. 

Old age pension providing up to 
7742% of average annual earnings 
at retirement at 65. 

Paid life insurance approxi- 
mately .equal to annual salary. 

Group sickness, accident and 
hospitalization insurance, and un- 
employment insurance providing 
minimum benefit of $20 a week 
for four weeks and maximum of 
$100 a week for 50 weeks. 

Service awards, recreational 
program, free annual medical ex- 
aminations, tuitional help _ pro- 
gram, etc. 


No Outside Pressure 


“And I want to point out,” Mr. 
Bristol said, “that all of these 
benefits have been inaugurated 
by the company management with 
no outside prodding—the Bristol- 


Myers plant is not and never has , 


been unionized. Nor do I claim 
that we are so unusual among 
American businesses. . . It has 
been business men, the employers, 
who have pioneered and provided 
these benefits. .. 

“TI don’t think business and its 
leaders need be in the least 
ashamed. We are living in a 


country built up on a system of | 


free enterprise, of profit and loss. 


That system has resulted in our | 


having the highest standard of 
living of any country on earth... 


“Don’t let’s sell the United | 


States and its profit and loss sys- 


tem of free enterprise short. Let's | 
cut out the lamentations. Let's | 


accentuate the positive. Let’s tell 


the world what business manage- © 


the standard of living, and for 
society as a whole. There is a 
great story here and it’s a fact 


|story, built on present day case 
/histories in your company and f 


mine.” 


Trija Names Hutzler 
Trija Mfg. Company, Los An- 


| geles, golf club manufacturer, has 
placed its advertising with Hutzler [| 


Advertising Agency, Dayton. 


MINNEAPOLIS 


STAR 


EVENING 


MINNEAPOLIS 


TRIBUNE 


MORNING AND SUNDAY 


MORE THAN 
500,000 SUNDAY, 
400,000 DAILY 


|ment is doing for its workers, for | 
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COMMONDLACE into 


cog O’OR... 


to petrucelli... fine designer, versatile 
artist, signer of many Fortune covers, we gave a 
commission to translate the familiar trademark 
of a cockerel in the new colored foils. 

Petrucelli first reduced his subject to 
colored silhouettes—comb, crest, legs, chassis, 
Sm on a seta poster. 


si ILLUSION of depth fostered by the foils 
delighted our own designers...further suggested 
a sculptural treatment. Hand scored with clever 
curves, each segment attained actual contours. 


And our Petrucelli poster was converted 
into a bas relief, rich in anatomical illusion...a 
glorious bird displayed against a buff background. 


the BACKgROUNO did not do full justice 
to the proud poultry exhibit, in the judgment of 
the Schenley Reserve advertising manager... 

So Joseph Binder, well-known Viennese 
designer, devised an antiqued setting of dull blue, 
with a shadowed light border. The contrast made 
the cockerel almost crow!... 


the Foil ROOSTER went into production... 
5,000 of one size, 7,500 of another. And each of 
the quantity produced replicas was an original! 

In due time, the display panel went to the 
trade. The reception was quietly sensational. 
veTe@RAN BARKEEPS who usually look 
on displays as intruders of space better occupied 
by bottles, said this Schenley Petrucelli-Binder 
production was the best display ever! 

Mr. Customer, his wife and lady friend, 
the folks who don’t know Art, but do know what 
they like... looked, liked and said so. 


Beer-ORINKING Dodger fans stopped their 
discussion of the favorite’s chances long enough 
to admit the boid was a beaut. 


“agen SERVE. 


Hunters, farmers, traveling salesmen and 
truck drivers in hundreds of bars discussed the 
foil bird as a it were a blue ribbon show bird. 


One O@CORATOR with a haut ton clientele 
made the radiant rooster the main motif of a room 
done in modern decor. 


After months of use, the chanticleer has 
aged with the grace of good gesso, is still worth 
looking at, visually effective. 


WORTN NOTING also is the fact that this 
Schenley display achieved distinction in one of 
the most competitive of display fields. 

Now distillers regard display material as 
more important, spend more on display material, 
than any other class of merchandisers. 


Limited BY a wide variety of state laws, 
liquor displays are severely restricted as to size, 
subject matter, wordage and use. 

Yet this foil rooster was an outstanding 


display despite restrictions and competition. 


PRINTING CRAFTS’ scales are fixed. The 
prices of board and paper are a matter of record. 
Production costs are routinely uniform. 

But ideas are still beyond price, multiply 
the value of printed matter manyfold. 


einson-fReeMAN, as lithographers, take 
neither back talk nor a back seat in the whole 
field of graphic arts. 

And as originators, developers of ideas for 
display material that can influence more dealers 
favorably, sell more goods more economically... 
Einson-Freeman has a niche all its own. 


if YOU AR¢é@ interested in getting increased 
advertising out of displays, a consultation with 
Einson-Freeman costs nothing but your time. 


=> 
q 
— 


Ber Siw ey 
me VA he rs 


ein on-freeman 


company inc. 


NEVER LACKADAISICAL LITHOGRAPHERS 
Starr & Borden Avenues, Long Island City, N. Y. 
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~ K-C-5 PRODUCED © 


Dealer Displays 


Designed to establish strong product 
identity, this outstanding tri-dimen- 
sional dealer display adds extradepth 
and interest to the familiar Fox 
Head‘*400"’ Beer trade mark. Faith- 
fully reproduced in durable ther- 
moplastic, artistically airbrushed in 
natural colors and detail embossed 
to a depth of approximately 1! inch. 


K-C-S also offers a complete 
line of outstanding dealer and 
point-of-sale displays in thermo- 
plastic, wood and molded plastic 
— all created and produced under 
one roof. Your inquiry is invited. 


KIRBY -COGESHALL-STEINAU CO. 


JACKSON at CLYBOURN STS. - MILWAUKEE 2, WIS. 


Possible Change Seen 
in French Ad Laws 


The new French cabinet has in- 
dicated that it is not in favor of 
lifting the advertising ban on 
patent medicines, but gave some 
indication that its ban on liquor 
advertising would be ended. Un- 
certainty regarding the press laws, 
which include all advertising regu- 
lations, probably will not be 
cleared up until shortly after the 
official end of the Ministry of In- 
formation Feb. 28. The duties of 
that department probably will 
continue in a restricted manner. 

Meanwhile, the Federation 
Francaise de la Publicite has 
planned to request that the Min- 
istry of Information provide in the 
press charter that advertising 
agencies be accredited by the 
press. 


‘UN World’ Appoints 

United Nations World, New 
York, has appointed John M. 
Sweeney Company, Boston, as 
New England representative and 
Blanchard - Nichols, Inec., San 
Francisco, as Pacific Coast rep- 
resentative. 


Advertising Age, Feb:mary 24, 1947 


Adams Packing 
Opens $25,000 
T'wo-City Test 


AUBURNDALE, FLA.—The Adams 
Packing Association, which began 
marketing citrus products under 
the Adams brand early in 1941, 
has appropriated $25,000 for an 
intensive advertising and mer- 
chandising test campaign in Pitts- 
burgh and Detroit. 

The association, which is in- 
corporated and operates as a stock 
cooperative, has been engaged in 
growing and shipping citrus fruits 
to the fresh market for about 20 
years, and began its canning op- 
eration in 1940. Most of the fruit 
handled by the company is pro- 
duced by its members, although 
this supply is supplemented by 
outside purchases if necessary. 
With no intensified promotional 
efforts the association expanded 
its volume “very substantially” 
and last year produced a pack of 
citrus juices “fourth largest in the 


They're growing 


ES, through the hard work and the green 

thumbs of Gerrit Koningsveld and his 
countrymen, thousands of pay checks for 
American workers will blossom across the 
fields of Holland this spring. 


Unlike the pay checks you're used to see- 
ing, these will average 18 inches long . . . red 
and white, yellow and blue. 

They'll be tulips... and daffodils, and 
hyacinths, and crocuses. 

Last fall the U.S. imported millions of 
Dutch bulbs, paid close to $7,000,000 for 
them —received in return not only beauty, 
but also gainful employment—more jobs 
and more pay checks for men and women in 
all our 48 states. 

For wherever or whatever we buy from 
abroad, the money comes home to roost. 
Those Dutch flower growers (or Czech glass- 
blowers, or French vintners, for that mat- 
ter,) send most of our money right back to 
us—for products like farm equipment, sew- 
ing machines, tobacco. 

So next time a ship from a foreign port 
unloads at an American dock—welcome it! 
Its cargo of imports benefits you in many 
ways wherever you live, whatever you do. 


Imports supply our factories with essential 


materials ... telephones require 18 different 
materials from abroad...electric lights would 
be dim without tungsten from China, Bolivia, 
and Argentina...American cars use 300 ma- 
terials from 55 foreign countries. 


Useful imports like these surely are better 
payments for our loans and exports than more 
gold buried at Fort Knox. 

Imports create jobs. This year, more than 
4 million Americans will earn over a billion 


dollars in wages through our international 
trade. 


Imports enable other countries to continue 


buying from us. Already other countries buy 
close to 10 billion dollars’ worth of U.S. goods 
a year... 35% of our cotton, 25% of our 
tobacco, 25% of our lubricating oil, 15% of 
our farm implements. 


So, not only do imports bring us luxuries 
like Dutch tulips, but they also bring wages 
and jobs every week for millions of American 
families from Pittsburgh to El Paso. 


Underlying the whole 
existence of The Inter- 
national Editions of 
TIME and LIFE is 
the conviction that 
goods and news must 
be exchanged between 
America and the rest 
of the world with in- 
creasing mutual profit. 

Their editorial pages bring to millions of 
people outside our shores a true and con- 
tinuing picture of what America is doing and 
thinking—and thus they help the world to 
see US as we are. 


Their advertising pages help American 
business make millions of new customers 
among key businessmen abroad—and thou- 
sands of jobs for people here at home. 


Bringing the products of U.S. journalism and industry 
to the peoples of more than seventy nations. 


state of Florida, with 56 canners 
operating,” L. L. Recker, manager 
of the association, told ApvErtiIs- 
ING AGE. 

Newspapers, radio, point-of- 
purchase display material, dem- 
onstration work and retail spe- 
cialty efforts will be used in the 
two-city test, which broke in 
Pittsburgh on Jan. 31 and in De- 
troit last Thursday. Two-column, 
600-line copy in the Pittsburgh 
Press and Post-Gazette and the 
Detroit News and Times will be 
supported by radio advertising on 
Pittsburgh’s KDKA and Detroit’s 
WXYZ. Radio advertising, retail 
specialty work and demonstrations 
will be concentrated into a three- 
month period, with the newspaper 
campaign scheduled for another 
10 weeks beyond this. 


Copy Suggests Recipes 


Newspaper copy, captioned 
“Yes, it’s here, Florida sunshine 
packed the Adams way,” promi- 
nently displays a happy, obviously 
healthy young woman holding a 
glass of canned Adams orange 


juice. Copy also features in bold 


illustration the Adams can, and 
includes recipes for such appe- 
tizing salads as the Adams Florida 
salad, Adams ambrosia cup and 
Adams Florida special. 

When the campaign was con- 
ceived last spring, a $75,000 
budget was established to cover 
four to six markets, Mr. Recker 
explained. However, “because of 


|a large carryover of canned citrus 


juices in distributors’ hands from 
last season, adverse marketing 
conditions and prices on the pres- 
ent crop and, more important, the 
definite restriction in the supply 


'of cans available to our use,” the 


campaign was reduced and re- 


| stricted to the two markets, he 
j;added. It may be expanded next 
| year, he said. 


A. P. Phillips Company, Or- 
lando, is handling the campaign, 
supported by Adams’ brokers, 


'Walter H. Burns Company, Pitts- 


burgh, and Russell D. Zoll Com- 
pany, Detroit. 


British Circulation Up 


Circulation of most’ British 
newspapers has shown an in- 
crease, according to a report by 
World’s Press News, London. Three 
British dailies, each with a cir- 
culation in excess of 1,000,000, 
have reported gains in their daily 
averages for the second half of 
1946 over the first six months. 
The increases are: 3,715,072 from 
3,465,107 for the Daily Express; 
1,990,474 from 1,927,073 for the 
Daily Mail, and 3,279,441 from 3,- 
137,355 for the Daily Mirror. One 
major daily, the News-Chronicle, 
dropped from 1,959,488 to 1,608,- 
520. 


Buxton Names Chapman 


Robert H. Chapman has been 
named sales manager of Buxton, 
Inc., Springtield, Mass., succeed- 
ing Marion S. Connelly, vice- 
president and sales manager, who 
becomes president of Skyway, In- 
ternational, Seattle, effective 
March 1. 


WISCONSIN'S DAIRY 
MARKET 


The Sheboygan Press with its cir- 
culation of 23,197 ABC circulates 
in the heart of Wisconsin, one of 
the best dairy sections of a great 
dairy state. Sheboygan county is 
listed as the greatest dairy center 
in the United States. When you 
buy space in The Sheboygan Press 
you are reaching a great market. 
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GRRE LP ER TE 


POINT-OF-SALE — This 


new display 

card, one of three being distributed to 

bottlers and dealers by B-!| Beverage 

Co., St. Louis, calls attention to “Hos- 

pitality Time," radio program sponsored 

by B-I bottlers in various parts of the 
country. 


Scott to Promote 
New Receiver 
in Video Cities 


Cuicaco—First ad _ for 
Radio Laboratories’ new televi- 
sion receiver appeared in the New 
York Herald Tribune last week, 
inviting present owners of the 
aristocratic Scott radio sets to 
view the new video units in seven 
outlets in New York. 

Copy in announcement ads, to 


appear in cities where television | 


can be seen, explains that the 
video unit “comes in a beautiful 
Chippendale cabinet specially de- 
signed to harmonize with current 
Scott radio-phonographs” and is 
an entirely separate “chassis.” 

The video receiver, which re- 
tails for $850, can be adapted to 
both television and FM radio. It 
has both high and low FM bands. 
It can also be used in conjunction 
with the Scott Philharmonic, 
Phantom, Laureate and other pre- 
war combinations made as long 
ago as 1930. Deliveries will be 
made in 60 days. 

Leo Burnett Company, agency 
for Scott, told AA that only news- 
paper space in New York, Phila- 
delphia, Washington, Chicago, St. 
Louis and on the West Coast, 
where video stations operate, will 
be used to promote the video unit 
in the next few months. 

Scott combinations will con- 


Making the best 
even better! 


Now-—along with 
“The Texas Rangers” 


A sure-fire give-away or self- 
liquidating offer! Attractive 48- 
vages of Original Songs The 
Texas Rangers Sing and scrap- 
ebook album. Provided spon- 
sors of “The Texas Rangers” 
at cost! Write for full details, 


The Texas Rangers 
AN ARTHUR B. CHURCH PRODUCTION 
PICKWICK HOTEL ¢ KANSAS CITY 6, MO. 


Scott | 


tinue to be advertised in full- 
page, black-and-white space in 
Atlantic Monthly, Fortune, Holi- 
day, House Beautiful, House & 
|Garden, National Geographic Mag- 
|azine, New York Times Magazine, 
| The New Yorker, Newsweek and 
Time. 


3 to Deutsch & Shea 

The following advertisers have 
appointed Deutsch & Shea Adver- 
tising Agency, New York: San- 
born Foods, Cedarhurst, Long 


Island (frozen foods), Security 
inal preparations for farm use), 
and Matco Products, Jersey City 
(Matco Midget fire extinguisher). 


Runs Lenten Campaign 


Borden Cheese Company, New 
York, will feature from Feb. 21 


Cocktail cheese spreads in Lenten 
promotion for meatless meals. 
Full-color insertions in Ladies’ 
|Home Journal, Life, McCall’s, and 
'The Saturday Evening Post, plus 


through March 28 Chateau and | 


the Ginny Simms-Donald O’Con- 


Mfg. Company, New York (medic- | nor Friday evening program over 


152 CBS stations, will be used. 
Young & Rubicam, New York, is 
the agency. 


Reed Maps Shoe Drives 


E. P. Reed & Co., Rochester, 
through Geyer, Newell & Ganger, 
New York, has opened a spring 
campaign to run through June for 
Matrix and Collegebred footwear 
for women. Two-color pages and 
half and quarter black-and-white 
pages will appear in Life, Harper’s 


35 


Bazaar and Vogue, emphasizing a 
\“footprint in leather” theme for 
Matrix and style and softness for 
Collegebred “Softies.” Coopera- 
tive newspaper advertising for 
Matrix also will be scheduled. 


Snow Crop Names Two 


Snow Crop Marketers, Inc., New 
York, has appointed James G. 
Murdock national institutional 
sales manager, with headquarters 
in Chicago, and Frank Buckner, 
manager of a new southwest dis- 
trict office to be located in Dallas. 


| 


| 
| 
| 


buying in half a 


(Source: U.S.D.A.) 


aya "BI 


Any day, every day, is payday on the poultry 
farm. Maybe it gets a little monotonous to 
Billionaire Biddy, but not to advertisers 


ing this market is. Especially for products 
promoted in Poultry Tribune—the special- 


ized farm magazine that influences the 


leading poultry farm homes. That’s 
a thought to “roost with” tonight. 


You can’t afford to leave a “Two Billion 
Dollar Hole” in your Farm Magazine 
Schedule. 1945 cash farm income from 
Poultry and Eggs was $2,577,000,000. 


({ 
(cc ( 


TOMORROW'S JUST ANOTHER 
$7000000 PAYDAY!” 


LLIONAIRE 


BIDDY” 


who know how responsive and free-spend- 


million of the nation’s 


America 


eading Specialized FARM MAGAZ 


500,000 Circulation 


Member: 

AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 
WATT PUBLISHING CO., Mount Morris, [IL 
Representatives — New York: Billingslea and Ficke. 

Chicago: Peck and Billingslea. 
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FROM BEGINNING 


Airlines Expand Copy 
and Trim 1946 Costs 


Revenue Passenger 
Miles Are Up 80%, 
CAB Report Shows 


WASHINGTON—As passenger traf- 
fic on domestic airlines expanded 
during 1946, the carriers were able 
to step up their advertising and 
public relations activities and still 
enjoy lower expenditures per 
revenue mile. 

During 10 months of 1946, the 
number of revenue passenger miles 
flown by 20 domestic airlines in- 
creased by 80.69% over the cor- 
responding period of 1945, accord- 
ing to the Civil Aeronautics Board. 

Advertising and public relations 
expenditures of these same 20 
lines, for an eight-month period 
increased from $4,000,000 in 1945 
to $5,746,000 in 1946. Expenditures 
per revenue mile fell from 3.1 to 
2.86 cents. 

For 12 months ending Sept. 1, 
1946, these lines spent $8,435,000 
compared with $6,312,000 for a 
corresponding period ending Sept. 
1, 1945. The expense per revenue 
mile was 3.02 cents for the year 
ending Sept. 1, 1946, compared 
with 3.4 cents the previous year. 


More Seats Available 


With the introduction of larger 
planes, the percentage of revenue 
passengers on each flight was off 
from a year ago. Average number 
of seats available per flight went 
from 19.64 to 24.65, but the per- 
centage occupied by revenue pas- 
sengers fell from 88.84 to 81.3. 
Airlines flew 96.7% of their sched- 
uled mileage during the period. 

Four companies—American, 
United, TWA (domestic) and 
Eastern—accounted for $5,775,000 
of the $8,435,000 spent by domestic 
carriers during the 12 months end- 
ing Sept. 1. While three of these 
carriers were spending 3 cents or 
less per revenue mile, American, 
with a budget just under $2,000,- 
000, spent 3.27 cents. 

From CAB’s figures, none of the 
domestic carriers was as active as 
Pan American. For all divisions, 
Pan American spent $2,396,000 
during 12 months ending Aug. 1. 
Likewise, its expenditure of 6.33 


From Comic Strip sketch y 
courtesy King Feat Ss 


Syndicate emerged 
statuette of laffable 
Dagwood. 


© K. F.S. 


... fo Perfect Ending 


Skill at carving, economy 

of mold making, and ingen- 
uity in reproduction ad 

up to Multi's specialized 
ability to “do a job” on 
your trade-mark, featured ad 
character, sign or display. 


MULTI PRODUCTS, INC. 
CHICAGO 6, ILLINOIS 


cents per revenue mile was above 
that of any domestic carrier. 

Pan American’s heaviest spend- 
ing was for its Latin American 
and Atlantic divisions. For 12 
months ending Oct. 1, it spent $1,- 
521,000 promoting its Latin Ameri- 
can division and $574,000 for the 
Atlantic division. In addition, Pan 
American spent $138,000 on its 
Alaskan division and in 10% 
months $235,000 on its Pacific 
division. 

The Alaskan division, at 5.32 
cents per revenue mile, and the big 
Latin American division program 
at 4.41 cents were more in line 
with the experience of domestic 
carriers. The $574,000 promotion 
for the Atlantic division repre- 
sented 12.86 cents per revenue 
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DOMESTIC AIRLINES' AD EXPENDITURES 


These expenditures of domestic carriers are for a 12-month 
period which in some cases ended Oct. 1, and in others Nov. 1. 


Cents per 
Revenue 
1946 Mile 1945 
American ........ $1,973,000 3.27 $1,476,782 
ree 1,538,000 2.99 1,411,864 
TWA (domestic) .. 1,259,494 3.01 1,068,000 
pO ere 1,005,000 2.74 844,000 
Sere 581,000 3.59 286,000 
Northwest ....... 411,000 2.40 242,000 
WORMOR ©. ck cass 407,000 4.96 173,000 
| OO rrr rr. 337,000 3.32 140,000 
Chi. & Southern 254,000 3.28 104,000 
are 227,000 2.02 239,000 
ee 139,000 1.69 75,000 
Continental ....... 130,000 2.42 90,000 
Mid-Continent .... 112,000 2.27 87,000 
Northeast ....2... 97,000 2.69 100,000 
ae ee 89,500 3.09 30,800 
eer 50,600 2.63 28,900 
PEOWSUAN 2 osc cs-'s 29,500 1.61 24,400 
POE eiakse sews 11,000 ae. \ sameen 
All-American .... 10,500 0.62 5,500 
ee ee 5,367 1.08 4,461 


Cents per 
Revenue 
Mile 
3.40 
3.95 
3.78 
3.57 
3.86 
2.30 
3.51 
2.57 
2.20 
3.09 
1.41 
2.94 
2.96 
5.66 
2.03 
1.87 
2.14 
0.39 
1.30 


mile and the Pacific division cost 
11.17 cents. 


Most Increase Ads 


With the exception of Braniff 
and Northeast, all domestic car- 
riers increased their advertising 
and public relations expenditures 
in 1946 over corresponding months 
of 1945. In some individual cases, 
the increased activity boosted ex- 
penditures per revenue mile. 

On an over-all basis, however, 
advertising and public relations 
became relatively a less important 
cost. Only five lines were spend- 
ing at a rate exceeding 3 cents per 
mile, compared with eight a year 
ago. The leader, American, which 
had spent $1,242,000 during 10 
months of 1945 at a rate of 3.33 
cents per revenue mile, was down 
to 3.12 cents per revenue mile, 
though its spending amounted to 
$1,622,000. 

Others spending over 3 cents per 
revenue mile were PCA, Chicago 
& Southern, Colonial and Western. 
PCA’s $469,000 for nine months 
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cost was 3.6 cents per revenue mile. 
During nine months of 1945, it had 
spent $211,900, which was 2.76 
é cents per revenue mile. 
mitt Western, which boosted its 10- 
a month spending from $150,000 to 
& $376,000, had the highest expendi- 
a ture per revenue mile of any do- 
— mestic carrier. Its 5.13 cents dur- 
aoe, ing 1946 compared with 3.56 cents 
nel in 1945. 
ver, C&S Spends $226,000 
ions Chicago & Southern spent $226,- 
tant 000 in 10 months, 3.34 cents per 
mnd- revenue mile. During the previ- 
per ® ous year, 10-month spending to- 
year A taled $93,500 or 2.27 cents per 
hich revenue mile. Colonial’s nine- 


10 month activity totaled $77,000, and 
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low their rate for the correspond- 
ing period a year ago. United’s 
$1,100,000 was 2.73 cents per reve- 
nue mile compared with 3.48 cents 
a year ago when the line spent 
$960,000. 

TWA (domestic) built its pro- 
gram from $796,000 to $988,000 but 
pared its rate from 3.56 to 2.94 
cents per revenue mile. Eastern’s 
$700,000 was only 2.39 cents per 
revenue mile. During nine months 
of 1945, it spent $580,000, or 3.1 
cents per revenue mile. 

Braniff’s spending tapered off 
from $218,000 for 10 months of 
1945 to $171,000 in 1946. During 
1945 it was spending 3.29 cents 
per revenue mile, while in 1946 it 
spent only 1.79 cents per revenue 
mile. Northeast, which had spent 
6.14 cents per revenue mile during 
nine months of 1945, the highest 
of any carrier, was down to 2.5 
cents during 1946. Its budget 
dropped from $91,000 to $73,000 
for the period. 

Pan American’s $2,396,000 over- 


shadowed the reports from other 
overseas carriers, though Latin 
American Airways with close to 
$1,000,000 out-distanced all but a 
few of the domestic carriers. Its 
rate of 2.91 cents per revenue mile 
was considerably better than many 
domestic carriers. American Over- 
seas Airways spent $370,000 for 12 
months ending Oct. 1, at rate of 
11.21 cents per revenue mile and 
Pan-American Grace $254,000, or 
4.32 cents per revenue mile. 


Four Name Hammer 


Hammer Advertising Agency, 
Hartford, Conn., has been ap- 
pointed to handle the advertising 
of Artistic Wire Corporation, East 
Hampton, Conn.; Pilgrim Oil 
Burner Company, Hartford; Wayn- 
line Corporation, Jessup, Ga., and 
Springfield, Mass., and Don John- 
son Company, Boston. 


Names Lodwick, Morrison 


John D. Lodwick has _ been 
elected vice-president in charge 
of sales of the pneumatic division 


and Harry C. Morrison has been 
elected vice-president in charge 
of sales of the refrigeration divi- 
sion of Curtis Mfg. Company, St. 
Louis. 


Sands Jr. Joins Reach 


Howard E. Sands Jr., formerly 
with Allen B. Wrisley Company, 
has joined Chas. Dallas Reach 
Company, Newark and New York 
agency, as an assistant account 
executive. Mr. Sands’ father is 
chairman of the board of the 
agency. 


Clarke Agency Expands 


Robert E. Clarke & Associates, 
Miami and New York agency, has 
established an office in Charlotte, 
N. C., under the direction of 
George I. Clarke, brother of the 
agency president. 


Gets Milling Account 


Hacker Milling Company, Jef- 
ferson, Okla., has named Hedrick 
& Co., Nashville, to direct its ad- 
vertising. Transcribed spot radio 
will be used. 


37 


Hardware Dealers 
Push Brand Names 
in Ad Contest 


CoL_umsus, O.—Eight manufac- 
turers of nationally advertised 
brands distributed through hard- 
ware stores will launch a joint 
contest next month to promote 
brand consciousness. 

The contest will run from March 
15 through June 15, with dealers 
offered prizes amounting to $2,625 
in the sponsors’ merchandise. 
Prizes will be awarded to first, 
second and third place winners 
in three classifications: (1) best 
newspaper ad published in towns 
under 100,000 in population; (2) 
best ad published in towns over 
100,000; and (3) best printed ma- 
terial regardless of size of mar- 
ket. Entries, which are to be 


3.33 amounted to 3.16 cents per reve- 
own nue mile. It was up from $22,- 
nile, 000 in 1945, when the rate had 
1 to been 1.84 cents per revenue mile. 

United, TWA and Eastern had 
per advertising and public relations 
cago programs for nine months of 1946 
ern. costing well below 3 cents per 
nths revenue mile, and significantly be- 


3: over BH&G. 


Turars Ho 


ET the dial — and a good range de- 
livers exactly the heat you want for a 
specific purpose. 


Better Homes & Gardens delivers just as precise a 
result if your product goes into homes. Because — 


7 The editorial content of Better Homes & Gardens 
4 (100% service to homemakers) screens out all 
except those readers who want the things that 
of make for better living in a better home. 


That pretty much screens out the drugstore break- 
fastees, and one-room apartment dwellers who are 
well contented with their lot. 


But it screens in 3,000,000 prosperous husbands 
and wives. How to feed the baby or roof the garage; 
what the new ranges are like and how to buy a 
freezer; how to plan the living room to get the most 
living out of it — that’s the kind of stuff that keeps 
3,000,000 up-to-date homemaking families poring 


‘att 


They spend billions every year filling the wants of 


10,000,000 folks who use more cars, more radios, 


more ranges, more carpets, sofas, rosebushes, bacon, 


gingerbread mix, ping-pong tables, 


lamps and roller 


skates than any other group in the world — because 


they’re the folks who lead a busy home-centered 


suburban-type of life. 


It’s 100% service in Better Homes & Gardens that 
brings this eager open-minded open-handed market 


to you. 


And it’s the same 100% service that will bring you 


the sales. Why don’t you start right now? 


bac 


Who knows—maybe these facts can show you the 
way to a more efficient, more up-to-date media 
list. If your product sells in the home market— - 
and which one doesn’t?—the BH&G repre- 
sentative has a lot of pertinent data to show. 


Better Homes 


and Gardens 
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Circulation Over 3,000,000 


mailed by June 20, will be judged 
'by the Brand Names Foundation, 
|New York. 

Sponsors will not limit copy to 
‘their own brand names. Eligible 
|ads must present the distinctive 
|merits of name brand items and 
|identify the dealer’s store as a 
‘place to buy quality hardware 
brands. 

Cooperating manufacturers are 
Union Fork & Hoe Company, 
Columbus; E. C. Atkins & Co., 
Indianapolis; Fayette R. Plumb, 
Inc., Philadelphia; Stanley Tools, 
New Britain, Conn.; Yale & Towne 
Mfg. Company, Stamford, Conn.; 
Henry Disston & Sons, Philadel- 
| phia; Carborundum Company, Ni- 
‘agara Falls, N. Y., and Lufkin 


| 


|Rule Company, Saginaw, Mich. 


‘Prom’ to Bow in March 


_ Julian Miller II, formerly ac- 
/count executive of Olian Adver- 
|tising Company, St. Louis, has 
/resigned to become head of Miller 
| Publications, Inc., 213 Title Guar- 
lanty building, 706 Chestnut St., 
‘St. Louis. The company will, 
/among other things, publish a 
monthly 52-page magazine, Prom, 
exclusively for the high school 
teen-agers of greater St. Louis 
and vicinity, beginning in March. 


Bloch Appoints Boone 


Merton L. Boone, recently re- 
leased from the Army and for- 
merly a partner in the window 
display firm of Boone Bros., Port- 
land, Ore., has been appointed 
production manager of Adolph L. 
Bloch Advertising Agency, Port- 
land. 


IT’S DIRECTION 
THAT COUNTS! 


One of the best indications of 
the vitality of a city, is the 
bank debits. 


According to the most recent 


increase of its 


report of the Federal Reserve 
Board, Winston-Salem has 
shown the greatest growth in 
bank debits over last year in 
the state of North Carolina. 


This is not surprising in a city 
which produces such a lerge 
percent of all 


goods in North Carolina. 


manufactured 


Winston-Salem is fast becom- 
ing the Number | City in the 
Number 1 


South's State, —a 


“must’ for advertisers with 


something to sell! 


Journal and Sentinel 


Winston-Salem, Morth Carolina 


National Representatives: 
KELLY-SMITH COMPANY 
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What you should know about gy 
to sell Automobiles 


People and rabbits have this much in common: they both consist of 
males and females. 

But unlike rabbits, who thrive on a diet of carrots and companion- 
ship, male and female people must shell out the shekels for numerous 
worldly goods. 

One of the first things they want is an automobile — and selecting 
one requires agreement between male and female, for it’s a major family 
purchase. Many of their other needs are individual purchases. For in- 
stance, their toothbrushes; male and female don’t have to use the same 
one! In fact they can each use a different brand, if they've each been 
sold on a different one. 

But whether you deal in motor cars or molar polishers, cameras or 
cough drops, you've got to sell two sexes — males and females. Either 
together, or separately. 

And who can woo males and females like The American Magazine! 

Dollar for dollar, page for page, no other magazine can match the 


multimillion circulation delivered by .. . 


Ste American 


SMMagazine 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y., PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN’S HOME COMPANION 
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lhe Creative WUans Corner : 


- Sometimes we think the Statler Hotels 
advertising becomes a little bit more 
amusing than it is convincing. But this 
is the way with humorous ads, and the 
Statler average is all on the side of con- 
viction. The advertisement below (Time, 
Feb. 3) shows why. 


You don’t have to be a detective to detect something 

@ special about the Hotel Pennsylvania. A warm wel- 
come; friendly, old-fashioned hospitality; and cour- 
teous, interested service make it obvious that this is 
one place where yot really are a guest! 


Assuming that room rates are inconse- 
quential, it tells just about everything 
about the Pennsylvania that is important 
about any hotel. Beyond this—it prac- 
tically forces you to read every word. 

And somehow, we can’t think of very 
much else that any hotel ad can do. 


Even a supér-sleuth couldn't find anything missing in 
e a Pennsylvania bathroom. Piles of snowy-white towels, 
- cakes and cakes of lather-y soap, floods of steaming 
hot water, sterilized drinking glasses, even ice water 
on tap, and lots of other conveniences, 


To solve the secret of a good night’s sleep, be an under- 
@ cover man. Just climb under the covers of the bed that 
made the Hotel Pennsylvania famous. Let the foot- 
thick mattress with its 537 built-in coil springs help 
you detect just how super-comfortable a bed can be. 


4 No mystery about the uniform excellence of Hotel 

@ Pennsylvania meals, either. They’re off to a good start 
with the finest foods money can buy. They’re made 
better by skilled chefs. So, of course, they end up by 
being just about the best meals in town. 


And there’s one more clué to the Pennsylvania's popu- 
e larity. You don’t need bloodhounds to locate the busi- 
ness, shopping, or theater districts... they’re all con- 
veniently close when you stay at the Pennsylvania. 


You Ought toKunow . 


It is perfectly fitting that a man named 
Patterson should still have the first dol- 
lar he earned, some 40 years ago, care- 
fully preserved in an envelope. And it 
is equally fitting that this first silver dol- 
lar earned by Don 
Patterson, director of 
the national advertis- 
ing department of 
Scripps-Howard News- 
papers, should have 
been paid to him by 
his home town weekly 
in Macon, Mo., for a 
scoop he dug up at the 
age of 13. 

This scoop, perhaps 
assisted by the fact 
that his father, a men’s 
clothing merchant, was one of the town’s 
leading advertisers, gained Don a more 
or less permanent after-school job on the 
weekly, so that when he went to the Uni- 
versity of Missouri his star was already 
brightly fixed on the newspaper world. 
To cinch matters, his entrance into the 
university coincided with the establish- 
ment there, by Walter Williams, of the 
first professional journalism school in 


Don Patterson 


PROTECT YOUR FUTURE 
WITH U. S. SAVINGS BONDS} 


e e Don Patterson 


the world. Don and the famed Williams 
became fast friends, and the youth’s 
career was shaped, actually as well as 
spiritually, by the pioneering dean. 

In his senior year Don, as a result of 
having been awarded the Eugene Field 
scholarship, was student assistant to Dean 
Williams and through the latter’s inter- 
cession also served as acting University 
Publisher. With his diploma tucked under 
his arm, he headed for a job on the Kan- 
sas City Times, where he had put in one 
vacation period, shortly moved over to 
the AP in Des Moines and Kansas City, 
and then, on leave from the AP, first 
served as educational director for the 
Federal Food Administration in Missouri 
and then enlisted in the Army, seeing 
duty in France as a battalion sergeant- 
major with the 335th Field Artillery. 

His war stint over, Don rejoined the 
AP in Kansas City, but shortly thereafter 
Dean Williams turned up with an offer 
of the post of financial editor and busi- 
ness manager of the Weekly Review of 
the Far East, in Shanghai. The uncom- 
plaining AP came through with another 
leave of absence and Don hesitated only 
long enough to get married the day be- 


fore he left for the Orient, where, inci- in its grip, and when he was offered a 


dentally, the first of his three sons was 
born. 

What Don didn’t know about newspa- 
pering he picked up on the Weekly Re- 
view, where he wrote on every conceiv- 
able subject, while at the same time serv- 
ing as advertising manager, publisher, 
circulation manager, and whatever. In 
between times he served as China cor- 
respondent of the Chicago Tribune for 
two years, edited an automobile magazine, 
made the first auto census of China for 
the Chilton publications, and wrote about 
silk and other markets for the Fairchild 
publications. 

Still not busy enough to exhaust his 
fund of energies, Don Patterson played 
“missionary” for his alma mater by estab- 
lishing the first course in professional 
journalism in Asia at St. John’s Univer- 
sity, an American Episcopal school just 
outside Shanghai, and in connection with 
the course launched the first college 
newspaper in Asia. 

Don might be in China yet, except 
that Walter Williams, an inveterate tourer 
of the Orient, turned up one day and 
offered him a one-year assistant pro- 
fessorship of advertising at Missouri, to 
fill in the sabbatical year of Herbert 
Smith, who had joined the Dallas News 
“temporarily” and has been there since. 
So Don became a Missouri Journalism 
prof in the fall of ’22. 

Figuring (strangely for those days) 
that one of the essentials of advertising 
was to know what people wanted to buy, 
as well as how and where, Don organized 
a course in advertising promotion that 
was primarily concerned with research. 
His activities came to the attention of 
Joseph C. Elliff, a Missouri classmate 
who was then with Curtis Publishing 
Company, and the two, together with 
Milton J. Blair, then a vice-president in 
J. Walter Thompson’s Chicago office, or- 
ganized the first house-to-house home in- 
ventory study ever made. The work was 
done by Don and his class, and in addi- 
tion to the home inventory, the class also 
made a study of grocery stores’ and 
wholesale grocers in Columbia, Mo., ana- 
lyzed the charge accounts of one of the 
largest stores for brand preference and 
prices, and made a careful study of ad- 
vertising expenditures of all the products 
represented. 

This study (released by Curtis in 1925 
as “C-Ville, A Study of the Grocery 
Business in One Town’), was the fore- 
runner of many other types of study 
which are now common, and with which 
Don Patterson has had more than his 
share of influence. As a direct result of 
the study, he joined Curtis’ Chicago staff, 
where he spent five happy years as a 
salesman and researcher. 

In 1929 Albert W. Sherer, Curtis west- 
ern manager, became executive vice- 
president of the Chicago office of Lord & 
Thomas, and Don went along as his 


assistant, later becoming assistant to A. E. 
Aveyard, the then general manager of 
the office, and an account executive on 
Colgate-Palmolive-Peet. 

But the newspaper business had him 


selling post with the national advertis- 
ing department of Scripps-Howard in 
Chicago in 1931, he jumped at the chance. 
A year later he was transferred to the 
Cincinnati Post, where after 11 months 
as national advertising manager he be- 
came advertising director. While there 
he taught advertising for the night divi- 
sion of University of Cincinnati, and 
“just to know what it was all about,” 
served as commercial manager of WCPO 
for six months after its purchase by 
Scripps-Howard. He was made director 
of the Scripps-Howard national advertis- 
ing department, with headquarters in 
New York, in 1936. 

Here he has encouraged and devel- 


oped the type of advertising and market- 


ing research which has made the Scripps- 
Howard organization outstanding in this 
respect. He organized a retail stores 
division to deal exclusively with chain 
stores; he enlarged the scope of the 
Cleveland Press home inventory study 
and induced the detailed study of buying 
habits among more than 56,000 families 
in 17 cities, using the Parent-Teachers 
Association Home Inventory method. His 
co-worker in this activity was another 
Missouri U. classmate—H. W. Hailey, 
then research director for the organiza- 
tion but now business manager of the 
Rocky Mountain News, Denver. 

Trying to adapt the home inventory 
method to New York ultimately led to 
the establishment there, by Vernon 
Brooks, World-Telegram advertising di- 
rector, and Edwin Burke, national ad- 
vertising manager, of the famous con- 
tinuing grocery study now being spread 
to other cities. He has had an impor- 
tant hand, too, in the development of 
the consumer panel, with panels now 
operating in Memphis, San Francisco 
and Knoxville, and other Scripps-Howard 
cities scheduled to start soon. 

Don is an indefatigable worker in the 
cause of more knowledge and better ad- 
vertising. He has been exceptionally 
active in Newspaper Advertising Execu- 
tives Association and Bureau of Adver- 
tising affairs, especially in connection 
with “plant city” advertising and public 
relations, and was one of the “founding 
fathers” of the present retail division of 
the bureau. In addition, he has been 
greatly interested in newspaper color 
advertising and was for eight years a 
director and executive committee mem- 
ber of Metropolitan Sunday Newspapers. 

Don has only one full-fledged hobby. 
He’s an amateur chef of considerable 
note, and his collection of cook books 
is reputed to be among the finest. But 
even his cooking gives way frequently 
to writing, much of which he does 
anonymously, in the cause of better ad- 
vertising. 

Two of his sons are following down 
the advertising-publishing path, one as 
an account executive on the State of 
Florida account in Tallahassee, and the 
other as a reporter on the Evansville 
Press. The third is a naval architect 
and marine engineer from MIT who is 
with the Grace Lines. 
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Household Dye 
Makers Dispute 
Labeling Rules 


WASHINGTON — Members of the 


household dye industry split over | 


labeling restrictions as the FTC 
held hearings last week on a pro- 
posed set of trade practice rules 
to eliminate the industry’s “bad 
business habits” (AA, Feb. 3). 
Though two of the large firms 
were in opposite camps through 
much of the labeling discussion, 
the industry had relatively little 
complaint with other proposals, 
including a set of rules severely 
limiting use of “push money” and 
demonstrators. 

Most of the industry complained 
about FTC’s “negative” approach, 
requiring dye firms to list fabrics 
which their products will not ef- 
fectively treat. To list all excep- 
tions would require a label as big 
as a B-29, according to A. M. Gil- 
bert, of Rit Products Corporation. 

Mr. Gilbert also argued that it 
was “unworkable,. ridiculous and 
unnecessary” to print full instruc- 
tions for use of a dye on the label. 
He was supported by John Bar- 
rington, vice-president of North 
American Dye Corporation, who 
feared that abbreviated instruc- 
tions on a label would be “more 
harmful than helpful.” 


Argue Over ‘All Purpose’ 


The Rit representative and Mur- 
ray C. Bernays of Park & Tilford 
tangled over a rule requiring spe- 
cial precautions where the expres- 
sion “all purpose” is used, to guard 
against the impression that the 
product is fit for use as a food. 

Mr. Bernays contended that the 
expression is “inherently and in- 
curably deceptive.” He said even 
its qualified use “would sanctify 
violation” of both the FTC and 
Food and Drug Act. 

Asserting that “consumers 
understand the use of household 
dye,” Mr. Gilbert accused the Park 
& Tilford representative of seek- 
ing to gain a competitive advan- 
tage by invoking a rule which 
would apply directly against Rit. 

The contest between Rit and 
Park & Tilford was merely a con- 
tinuation of jockeying that ap- 
peared at a preliminary discussion 


The effective buying income of the 
Tampa - St. Petersburg market ac- 
cording to Sales Management is 
$305,109,000.00. Of this amount 
$127,447,000.00—or more than 40% 
—is in St. Petersburg. It pays to 
advertise to this rich market but it 
pays to remember that you cannot 
reach St. Petersburg’s buying power 
by advertising in Tampa newspa- 
pers. No outside newspaper has as 
much as 600 average daily circula- 
tion in St. Petersburg. 


a 


NDEPENDE 


of the rules here last November. 

The dye industry conference, 
first under the commission’s re- 
juvenated trade practice code pro- 
gram, had been called after Park 
& Tilford complained that the 
household dye industry was over- 
ripe for treatment. 

Its action was prompted by the 
fact that FTC had already issued 
a complaint against advertising for 
Tintex, a Park & Tilford product. 
In answering the complaint, Park 
& Tilford said its methods were 
common to other competitors, par- 
ticularly “All Purpose Rit.” 

Rit objected to iron-clad FTC 
proposals on use of the word 
“guarantee.” These _ proposals, 
copied from other FTC codes, rep- 
resent top-level commission policy. 

No opposition was voiced to re- 


strictions on “push money,” a sub- 
ject which had been hotly debated 
at the industry conference last 
fall. 

Under the rule, “push money” 
and demonstrators must be avail- 
able on equal terms to all custom- 
ers. 

FTC is requiring safeguards to 
prevent the public from assuming 
that a “subsidized” clerk is free 
from special interest in recom- 
mending a particular product. 

A final version of the rules will 
be issued by the commission in 
the near future, and members of 
the industry will be asked to ac- 
cept them. 


Ermac to Anderson 


Ermac Company of Los Angeles, 
distributor of metal working 


Advertising Age, February 24, 1947 


equipment, has named Anderson 
Advertising Agency, Los Angeles, 
to handle its promotions. Business 
papers will be used. 


Bonds Represents Wolff 


Raphael G. Wolff Studios, Hol- 
lywood commercial motion picture 
producer, has appointed Richard 
H. Bonds, Detroit, as its midwest- 
ern representative. 


Sarazan Forms Agency 
Bert M. Sarazan, formerly pub- 
licity and advertising director of 
Hecht’s Department Store, Wash- 
ington, D. C., has established Bert 
M. Sarazan, Inc., publicity and 
advertising, at 2 Thomas Circle, 
in partnership with Robert R. 
Nathan, president of Robert R. 
Nathan Associates. Frederick N. 
Polangin, operator of his own pub- 
lic relations firm in Washington, 


has been named director of press 
and radio relations and television 
of the Sarazan firm, continuing. 
at the same time, his own or- 
ganization. 


Goodrich Boosts Horst 


Carl G. Horst, credit and oper- 
ating manager of the Philadelphia 
district of the replacement tire 
sales division of B. F. Goodrich 
Company, Akron, has been ap- 
pointed manager of budget sales 
administration of the division, 
succeeding R. W. Nickels, who has 
been named manager of drug sun- 
dries sales. 


Seidel Appoints Fradkin 


Seidel Advertising Agency, New 
York, has appointed Russell L. 
Fradkin, formerly space represen- 
tative of New York trade pub- 
lications, as account executive. 


How to get the most out of your 


1. 14,000,000 families in one single buy—that’s 
the kind of circulation you get for your advertis- 
ing message when you put it in Metropolitan 
Group Gravure—the Sunday magazine picture 
sections of 26 of the strongest Sunday newspapers 
in the nation, coast to coast. But—how many of 
these families will see your message? 


2. Well, because Metro Group Gravure sections 
are locally edited to suit local tastes and prefer- 
ences, they are given the highest average inside 
page readership of anything in print. That 
means that no matter where your message ap- 
pears in the section, it gets a major audience. But— 
you may want to know—have these people money? 


3. 10,000,000 of Metro's families live in key mar- 
kets of the country, where 70 cents out of every 
retail dollar is spent. Another 4,000,000 live in 
other productive markets elsewhere in the nation. 
And in these key markets, Metro Group Gravure 
gives you wider coverage than you can obtain 
through any other single medium. 


4. The cost? Well, you can spend as high as 
$35,000 or as little as $224 an insertion. For because 
these sections are locally edited and published, 
you can choose any combination—down to any 
10 publishing cities—to match your distribu- 
tion pattern most economically. Have you heard 
the whole Metro Group Gravure story lately? 


Offices: New York e Chicago «+ Detroit « San Francisco 


Adver 


Hals 
Har 
been 
poard 
Produc 
ufactui 
ucts a 
vice=-p! 
to suct 
Paul I 
ager, h 
vice-p! 
charge 
be dir¢ 
vertisii 
appoin 
eral m 


WBE 
Nort 
with 
paper 
appoln 
Statior 


ee 


g es | 
ee 
ee 
| | Will yout aavertisind doliat 
_ | puy 25 much 1941.88 sn 467 
—_— | 
. | The pigees* part of your gavertisiné 
b, | dollar 18 spent t© puy the artentio® of 
; | | people who are \ogica) prospec for 
: qnateve you pave t° sell. AS you puy 
. | more axtentio® {rom more peoples you 
fs | pega getting pighet recurs for every 
eee aaverisin€ dollat you snvest- pre's 
es | how *%° get che most out of your ad- 
* in TAMPA: yertisin€ dollat during 1947- 
: ee PETER’ 
E in SBURG 
" mm 32 ot nc 
_ gore 
4 is!8 7 pall al 
c | i _ 
| 
“ : i: ] Sa ee 
| & Simps tionally 
il In Jacksonvi Co., f 
ville by V. J. Ob Inc. 
Be enauer, Jr. _ 


press 
Vision 
nuing, 
nm or- 


st 

oper- 
lelphia 
it tire 
odrich 
m ap- 
E sales 
Vision, 
ho has 
ig sun- 


Advertising Age, February 24, 1947 


Halsam Shifts Officers 

Harold H. Elliott, president, has 
been elected chairman of the 
poard and treasurer of Halsam 
Products Company, Chicago, man- 
ufacturer of embossed wood prod- 
ucts and toys. Samuel G. Goss, 
vice-president, has been named 
to sueceed Mr. Elliott as president. 
Paul H. Schollenberg, sales man- 
ager, has been appointed executive 
vice-president. He will remain in 
charge of sales and in addition will 
be director of purchasing and ad- 
vertising. Nils I. Paulson has been 
appointed vice-president and gen- 
eral manager. 


WBEC Appoints O’Brien 
Norbert L. O’Brien, for 13 years 
with the Frank Gannett news- 
paper and radio chain, has been 
appointed general manager of 
Station WBEC, Pittsfield, Mass. 


Heinz Launches 
Extensive Drive 


for Baby Foods 


PrrtssurcGH—H. J. Heinz Com- 
pany has embarked upon one of 
the most comprehensive advertis- 
ing and promotion campaigns 
ever launched in the baby food 
field. 

Heinz, which believes the drive 
will mark a new high in the field, 
will use daily newspapers, general 
and women’s magazines, outdoor 
posters, trade and medical jour- 
nals, direct mail and grocer tie- 
ins. Maxon, Inc., Detroit, is the 
agency in charge. 

A feature of the national cam- 
paign will be the highlighting of 


a single strained food, junior food 
or cereal rather than the more 
customary promotion of the over- 
all group of junior and baby foods. 
The Heinz line includes 30 prod- 
ucts. 

Five newly-designed 24-sheet 
posters and five three-sheet post- 
ers will push the sale of strained 
carrots, strained peas, strained 
chicken soup and strained prunes. 
They will be shown for a 60-day 
period, with all posters changing 
locations at the half-way mark. 


Two Ads in ‘SEP’ 


Also included will be a full- 
color page in the March 15 Sat- 
urday Evening Post and a full- 
color spread in the April 5 Post; 
and full and fractional pages, 
principally black and white, in 


women’s and parents’ magazines, 


medical journals and trade pub-| 


lications. 

Rotogravure pages are spreading 
the Heinz story in 27 Sunday 
newspapers, with a _ full-color 
1,000-line insertion Feb. 16 to be 
followed by similar space April 
20. In addition, 16 advertisements 
wiil run during March and April 
in 628 newspapers, with 250-line 
insertions weekly in each paper. 
A planned continuity campaign 
will follow. 

The drive is planned to reach a 
climax during National Baby 
Week April 29-May 4. 

Mats and electros are being 
made available to grocers for co- 
operative newspaper copy, and 
they also will be supplied with 
wire hangers and miniatures of 
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the 24-sheet posters. 

Prominent in the direct mail 
promotion will be a newly de- 
signed “Your Baby’s Diary and 
Calendar,” which Heinz sends to 
thousands of new mothers each 
month. The 12-month calendar 
starts with the month of the 
baby’s birth. 


Ups Quigley and Warner 


Joseph A. Quigley, vice-presi- 
dent and general manager of In- 
tag division of Interchemical Cor- 
poration, New York, has been 
elected president, succeeding Earl 
H. McLeod. William B. Warner, 
vice-president, has been named 
to succeed Charles C. Hasely as 
western manager. Messrs. McLeod 
and Hasely will continue to serve 
in an advisory capacity. 


Gets Mattress Account 


Joseph Maxfield Company, 
Providence, has been appointed 
to handle the advertising of Young 
Brothers Mattress Company, Prov- 
idence, maker of Gold Medal mat- 
tresses. Newspapers and radio will 
be used. 


This new manual! 
shows you exactly-—-————, 


‘How to use! 
‘COLORS: 
more effectively | 


FROM psychological effects of individual 
colors on people—to specific formulas for 
mixing colors to meet the requirements of 
artists, painters, decorators, etc. — this new 
manual brings together the important point- 
ers you should know in order to apply 
colors for the best effect. Compact and well 
illustrated, the book provides a unique yet 
simple system for speedy, accurate identi- 
fication and selection of a wide variety of 
today’s standard and popular hues, tints, 
tones, and shades—including 242 formulas 
for mixing them. Clear descriptions of each 
are given and 96 are shown in their exact 
color. 


PRINCIPLES OF 
Color and 
Color Mixing 


By J. H. BUSTANOBY, Color Consultant 


130 pages, 7% x 97% illustrated 
with color charts, $4.50 


THIS is an exceptionally useful guide for 
anyone concerned with making a discerning 
use of colors. Aside from the practical dis- 
cussions of pigments, mediums and mixing 
procedures, it supplies scientific and usable 
facts on aesthetic values of color and the 
specific influence of color on our daily liv- 
ing The book includes other important 
data on the legibility of colors, color com- 
binations at a distance, and sensations 
by colors. A sound explanation of 
various color systems is given and the 


caused 


au- 
| thor’s original color charts are furnished 
as a new kind of key to effective color 


matching and mixing, 
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Seattle Store 
Wins Ad ‘Oscar’ 


SEATTLE—A national advertising 
and promotional campaign that 
brought more than a score of east- 
ern fashion designers and editors 
to Seattle by plane as guests of 
Frederick & Nelson won for that 
department store the Seattle 
Chamber of Commerce’s annual 
publicity “Oscar,” the Paul Bun- 
yan trophy. 

The award is presented each 
year to the organization or in- 
dividual doing the best job of 
attracting favorable attention to 
the city, and its success has 
prompted Vancouver, B. C., to 
institute a similar campaign. 

Frederick & Nelson followed up 


its conference with advertising in 
trade publications and women’s 
magazines. The campaign was 
handled by Royal French, director 
of advertising and publicity for 
the Marshall Field & Co. unit. 

Honorable mention for 1946 ef- 
forts went to the Seattle Times, 
for an institutional series in busi- 
ness papers featuring the North- 
west and carrying only brief men- 
tion of the paper itself. This cam- 
paign was handled by the Seattle 
office of Mac Wilkins, Cole & 
Weber. Second honorable mention 
was awarded to Dr. George M. 
Savage Jr., professor of creative 
writing at the University of Wash- 
ington, for his sponsorship of the 
Pacific Northwest Writers’ Con- 
ference. 


Offers Market Study 


W. B. Doner & Co., Detroit, has 
prepared a new monthly market 
data service, “How’s Business?”, 
which will graphically report cur- 
rent market conditions in the 150 
trading areas of the United States. 


Simmons Joins Blair 

David N. Simmons, formerly 
sales and program director of 
Station KSJO, San Jose, Cal., has 
joined John Blair & Co., radio 
representative, as assistant to 
Lindsey Spight, vice-president and 
manager of the San Francisco 
office. 


Ups Seaman, Friedman 


W. Elmer Seaman has been 
elected vice-president of Lebhar- 
Friedman Publications, New York. 
He will continue as general sales 
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manager, with supervision of ad- 
vertising, promotion and circula- 
tion activities. Ralph J. Friedman, 
advertising manager of Variety 
Store editions of Chain Store Age, 
has been named secretary. 


Presba Agency Elects 

Will B. Presba, vice-president of 
Presba, Fellers & Presba, Chicago 
agency, has been elected president 
to succeed his father, Bert S. 
Presba, who continues as treas- 
urer. Marquis M. Smith, radio 
director, has been elected vice- 
president, and Richard Ernst has 
been named art director. 


Promotes McCreight 


Harold McCreight of the promo- 
tion department has been ap- 
pointed assistant sales promotion 
director of Gamble-Skogmo, Inc., 
Minneapolis. 


GOOD NEWSPAPERING atone has broughe 


about spectacular Oregonian circulation increases in the 
past 15 years*. In turn, good newspapering has stimulated 


the business growth of 


many Oregonian advertisers. For 


example— ARMISHAW’S, one of Portland’s outstanding 
shoe stores—has more than doubled its dollar volume in 
eight years while using The Oregonian as a basic ad- 
vertising medium. On-the-ground experience proves to 
ARMISHAW’S that advertising produces desired sales 


in a mewspaper which enjoys solid reader-interest. 
The intelligent presentation of ALL the news, forthright 
editorial policies and sound community leadership are 
newspapering qualities which have made The Oregonian 
one of America’s influential newspapers. In such a medium 
good advertising goes to work—gets results. That’s why 
The Oregonian has earned its position at the top of the 
advertising must list in the big, growing Oregon Market. 


* Practically doubled—without gimmicks or artificial stimulants! 
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In the growing Oregon Market, Portland's influential newspaper is 
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Daily Circulation 
At Hiked Prices 
Passes 50,000,000 


New YorK—Despite the fact 
that nearly two-thirds of the daily 
newspapers in the country appar- 
ently increased circulation prices 
during the year, combined cir- 
culation of all of them rose nearly 
2,000,000 in 1946 to 50,751,000. 

The total circulation data are 
reported in the 1947 edition of 
N. W. Ayer & Son’s “Directory of 
Newspapers and Periodicals,” just 
published. The number of United 
States dailies, the book shows, is 
now 1,872, and of weekly news- 
papers almost 10,000. Periodicals 
rose nearly 400 during the year 
to 6,400. 

Of 1,186 daily newspapers re- 
plying to a questionnaire of 
the American Newspaper Publish- 
ers Association, 709 reported hav- 
ing made increases in one or 
more classifications in circulation 
rates, and 477 made no increases. 


Gains Prevail 


Eighty-seven reported no loss 
in circulation, and 107 had gains 
ranging from 1% to 17%. One re- 
ported an increase of 40%. Some 


\others reported losses of circula- 


| tion, which usually were regained. 


| country 


Most daily newspapers in the 
apparently now have 
enough newsprint supply to meet 
reasonable circulation and adver- 
tising needs, the ANPA said— 
adding that it “does not know of 
any instance of U. S. newspapers 
being without a newsprint supply 
due to cancellations of tonnage by 
Canadian manufacturers.” 

At the end of January, 1947, 
dailies reporting to the ANPA had 
a 36-day newsprint supply on 
hand, an increase of five days’ 
supply from the end of December 
1946. 


Fidler to N. Y.; ‘Press’ 
Gets Dilenschneider 


Lewis S. Fidler, for the past 
eight years national advertising 
manager of the Cleveland Press, 
has been transferred to the New 
York Scripps-Howard office. 

S. J. Dilenschneider, who has 
been in the Scripps-Howard na- 
tional advertising department in 
New York, has been named to suc- 
ceed Mr. Fidler as national adver- 
tising manager of the Press. 


Starts Air Mail Drive 

The Air Transport Association 
has inaugurated a new advertising 
campaign on five cent air mail to 
start March 1 in newspapers, busi- 
ness papers and postal employe 
magazines. The theme first was 
used last fall when the nickel rate 
became effective. Erwin, Wasey & 
Co. is the agency. 


Uses Cartoons on Video 


General Mills, Minneapolis, is 
using animated cartoons in_ its 
television commercials, with action 
fashioned around the Cheerios 
cereal character, Joe. Green As- 
sociates, Chicago radio and tele- 
vision production agency, is pro- 
ducing the commercials in coop- 
eration with Dancer - Fitzgerald - 
Sample. 


RCA Promotes Finn 


The RCA Victor record depart- 
ment of Radio Corporation of 
America, Camden, has appointed 
David J. Finn as general sales 
manager. Mr. Finn has been re- 
newal sales manager of the RCA 
tube department, Harrison, N. J. 
since late in 1945. 


Appoints JWT 
The Los Angeles office of J. 
Walter Thompson Company has 


|'been named to handle the adver- 


tising of Benedict Bogeaus Produc- 


‘tions, Hollywood. 
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Radio’s Crime Programs Get 
New Attention in Congress 

WASHINGTON—Congressmen are 
people, too. Take Rep. Walter 
Horan of Washington, who wants 
Congress to study radio’s crime 
programs. The father of four boys 
and a girl, he listened three hours 
one afternoon, and decided to in- 
troduce a bill. 

On “Let’s Talk Radio” over 
WPIK, Alexandria, Va., last week 
he told a fellow Republican, Rep. 
Harris Ellsworth of Oregon, that 
Congress ought to find out whether 
these programs are harmful to 
children. 

He was critical of broadcasters 
for not taking the initiative on 
these programming issues. Under 
Eric Johnston, he said, the film 
industry is constantly trying to 
head otf public criticism. 

Rep. Ellsworth, who owns 
KRNR, Roseburg, Ore., felt broad- 
casters would be obliged to respect 
Rep. Horan’s study, but he cau- 
tioned against an investigation 
that might lead to government 
interference with programming. 

* ak * 

A $6 billion budget slash means 
that Congress will have to roll 
back “old line” agencies to pre- 
war budget levels. Since they 
already have heavy loads of war 
and postwar generated problems 
to handle, they would merely 
postpone many “desirable but not 
imperative” functions. 

In some cases, postponement 
would be costly. For example, if 
Congress puts off the business and 
manufactures census to 1950, it 
will be called on to maintain the 
largest Census Bureau program in 
history. Since population, housing 
and agriculture must all be taken 
at that time, Census would require 
150,000 persons to do a reasonably 
expeditious job. 

* * * 

FM broadcasters who buy news- 
paper space to say “Don’t buy a 
radio unless it has FM,” are an- 
noying radio manufacturers. The 
complaint came up at a meeting 
here last week between Radio 
Manufacturers and the NAB. It 
will be brought before the RMA 
board in Chicago this week. 

The Frequency Modulation As- 
sociation, which has encouraged 
the ads, was not represented at 
the Washington session. The “get 
together” of topside NAB and 
RMA people discussed the cam- 
paign for “a radio in every room,” 
plans for radio week, starting Oct. 
26, and engineering and legisla- 
tive matters. 

* * * 

Apparently FTC is at last mak- 
ing a serious effort to stay out of 
cases that belong with the Food 
and Drug Administration. With 
considerable flourish, the commis- 
sion last week canceled its 1944 
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By STANLEY E. COHEN, Washington Editor 


order stopping General Foods Cor- 
poration from selling rosefish as 
perch. In withdrawing from the 
case, FTC explained that Food 
and Drug Administration feels 
General Foods has a right to use 
the term. Labeling is primarily 
Food and Drug’s responsibility, 
FTC acknowledged. 


ee 4 


The Patent Office is undergoing 
a complete reorganization in an- 


ticipation of its responsibilities 
under the new trademark act that 
becomes effective this July. An 
office of Executive Examiner for 
Trademarks Operations, headed by 
John Merchant, has been set up 
to coordinate all trademark ac- 
tivities. Walter J. Derenberg, 
trademark attorney who was in- 
strumental in drafting the new 
law, has joined the Patent Office 
to assist in setting up the rules 
that will govern administration of 
this most important development 
in marketing. 
* * * 


The government loses another 
first-rate man May 1, when Wen- 
dell Berge leaves for a private 
law practice. A firm believer in 
vigorous anti-trust enforcement to 


preserve economic opportunity, the 
anti-trust chief had been with the 
department 17 years. At 43, he 
feels he must step aside “in jus- 
tice to his family.” 

* * f 


For the statistically minded, in- 
come payments to _ individuals 
reached a record high of $165 
billion for 1946, $4 billion larger 
than 1945, and more than twice 
1940. This figure includes wages 
and salaries, net income of farm 
and non-farm proprietors, divi- 
dends and interest, and net rents 
received by landlords. The rate 
of increase went from $157 billion 
in January to $175 billion in De- 
cember, reflecting the increased 
incomes of farmers and proprie- 
tors in distributive industries. 


Promotes Shepard 


Wallace E. Shepard Jr., indus- 
trial paint sales representative for 
the paint division, has been named 
manager of industrial sales of the 
Pittsburgh Plate Glass Company, 
Pittsburgh. 


Hudelson Transferred 

Ben A. Hudelson, educational 
director of Westinghouse Station 
WOWO, Fort Wayne, Ind., has 
been transferred in the same ca- 
pacity to Westinghouse Stations 
WBZ and WBZA, Boston. 


Palan Names DeDoyard 
Dorothy DeDoyard, formerly 
with the promotion department of 
the St. Louis Star-Times and Sta- 
tion KXOK, has been appointed 
production manager of Palan Ad- 


vertising Company, St. Louis, 


A. 8B. C. circulation statistics 
Period ending Sept. 30, 1946 


210,256 DAILY 
224,886 SUNDAY 


80°, Home Delivery 


WHAT DOES THE STAR SAY? 


A familiar question from Washingtonians 


who for 95 years have accepted the 


STAR as the authority in matters of news 


importance in the Nation's Capital. 


Advertisers seeking sales in the Washington, 
D. C., market find this selfsame reader con- 
fidence in the STAR an important 


factor in securing product acceptance—for 


in _—— people believe what 


DAN A. CARROLL, NEW YORK « J. E. LUTZ, CHICAGO 
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44 
Map Food Industry Prize 


McGraw-Hill Publishing Com- 
pany, New York, will establish 
this year a Food Industries’ Award 
for outstanding achievement in 
food technology or food engineer- 
ing, with the award planned as 
a plaque similar to that which 
Chemical Engineering gives. The 
award will be made every other 
year to the company or group in 
the company responsible for the 
development. Presentation this 


,year will take place at a meeting 
‘of the Institute of Food Tech- 
nologists in Boston June 3-5. 


Tells Story of Seals 


The Parents’ Instityte, New 
York, has issued a booklet called 
“Parents’ Magazine Seals Will 
Help You Build Confidence and 
Increase Sales,” which describes 
the magazine’s Seal of Commenda- 
tion and Seal of Guarantee, and 
their use by advertisers. 


Outdoor Advertising 


in 


NEW ENGLAND 


Rename Trade Paper 


The Dry Goods Journal, New 
York, will revert to its original 
name, Merchants Trade Journal, 
with the March issue. The maga- 
zine was established in 1903, and 
its name changed about 20 years 
later. It is being changed back 
to Merchants Trade Journal be- 
cause department and_ general 
stores are adding many additional 
hard goods lines and lines in other 
fields. 


BBB Issues Reminder 


The National Better Business 
Bureau, New York, in its latest 
bulletin, gives its interpretation of 
the FTC rules for the designation 
of furniture woods, and urges 
radio set manufacturers, agencies 
and media to cooperate in pro- 
moting proper use of wood names. 


Two Name Silvay Agency 


F. M. Charlton Company, New 
York, said to be the country’s 
largest trade bookbinder, and Pace 
Press, fine printer, have appointed 
the Jack Silvay Advertising 
Agency, New York. The Charlton 


216 TREMONT STREET, BOSTON 16, MASS. Company will use business papers 


PREMIERE TURNOUT—When Sheaffer Pen Co.'s "Adventurers’ Club" series on 

CBS had its premiere broadcast recently, those who gathered at the club's 

headquarters in Chicago to celebrate the event included, left to right: Russ 

Young, director of the show; Harry Waldron, executive vice-president of the 

pen company; Don Roberts, western sales manager of CBS, and George Bayard, 

executive vice-president of the Russel M. Seeds agency, which placed the 
Sheaffer account. 


on a yearly schedule, and Pace 


will use business magazines and 
newspapers on aé_e concentrated 
schedule. 


HOUSE BEAUTIFUL 
and only 


= 7 


House Beautiful 
put across 


“BETTER your home...better your LIVING” 


How big is an idea? No matter how good it is, it’s just as big as 


the force behind it. For years, the vibrant, brass-tack editorial 
pages of HOUSE BEAUTIFUL have cajoled, argued, lead the homemaker 


into thinking: ‘‘If you better your home you'll better your living!"’ 


That's the very essence of every page in every issue of HOUSE BEAUTIFUL. 


Last year it became a crusade! Manufacturers stepped into the 
“BETTER your home... better your LIVING’’ parade...and so did retailers 


with 4,657,000 lines of their own advertising. You bet i 
it's a boom! The biggest single promotion ever to 


hit the furniture 


It's big... and getting bigger. Why don’t you come along? 


Se 


and homefurnishings industry. ( 


HOUSE BEAUTIFUL put it over... and only HOUSE BEAUTIFUL 
could have... with more than 400,000 families 


who had been pre-conditioned to ‘‘BETTER your home... 


other magazine in its field... and more retail 


better your LIVING”’ by the editorial pages of their favorite 
home magazine... the 400,000 influential families who lead the 
buying parade in every community. That's one reason 

why HOUSE BEAUTIFUL carries more advertising than any 


home furnishings 


advertising than any other magazine in the country. 


House BEAUTIFUL 


‘Enquirer’ Offers 
New Copy-Testing 
Service to Firms 


CINCINNATI—The Cincinnati En- 
quirer announced a new copy- 
testing service for advertisers last 
week, with individual ratings on 
copy to be prepared weekly by 
B. H. Grant Research, Inc., New 
York. 

The Enquirer is believed to be 
the first mewspaper in the U. S. 
to purchase this service individ- 
ually and is offering it to adver- 
tising agencies and their clients 
at a nominal cost of $5 for each 
report. The reports are available 
only through agencies, unless the 
advertising is placed direct. 

Readership reports on test ads, 
said Stanley A. Ferger, advertis- 
ing director of the Enquirer, will 
include an explanation of the sur- 
vey methods; explanation of the 
numerical distribution of the sur- 
vey sample by age and economic 
groups; report of the Enquirer 
median records in the product 
field in which the ad appears; a 
median rating for all ads in the 
study in which the advertiser's 
rating was taken; a reproduction 
of the page on which the copy 
appeared, as well as the facing 
page, showing observation and 
readership figures for all ads; and 
observation and readership fig- 
ures for typical editorial matter 
on those pages. 

The service was arranged 
through the Enquirer’s agency, 
Stockton, West, Burkhart. The 
Grant figures will be employed ex- 
tensively by the paper’s advertis- 
ing and editorial departments. 
Methods used by the Grant or- 
ganization are similar to those 
employed by the Bureau of Ad- 
vertising, ANPA, in the Continu- 
ing Studies of Newspaper Read- 
ing, and it has conducted regular 
readership studies of the Enquirer 
for more than a year. 


Urges Investigation 
of Cotton Industry 


The House Dress Institute, New 
York, ran a one-time ad in the 
New York Times reproducing 4 
letter from Max J. Lovell, its 
director-counsel, to President Tru- 
man urging a Congressional in- 
vestigation of the cotton textile 
industry. Although spot raw cot- 
ton and futures prices have de- 
clined, Mr. Lovell said, “piece 
goods prices have risen up to 50% 
over former OPA ceiling prices. 
This threatens the very existence 
of our industry.” 


Offers Film on Cotton 


Bemis Bro. Bag Company, S' 
Louis, has prepared a 20-minute 
full-color sound film, entitled “The 
King’s Other Life,” which shows 
cotton in various stages from field 
to finished Bemis bags for in- 


dustrial uses. 
|made available upon request to 
|the nearest Bemis representative. 


The film will be, 
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Fat-Saving Gains 
on Higher Prices 
and Advertising 


New York—Fat-saving is — 


on a war basis again. With more 
meat available, higher prices for 
salvaged fat, and consistent ad- 
vertising, collections from house- 
wives throughout the country rose 
from about 4,500,000 pounds last 
October to about 10,600,000 in 
January. 


“Tf this upward trend contin- | 


ues,” said Roscoe D. Edlund, man- 


ager of the Association of Ameri- | 


i\Names Zelnick A.M. 


| Seymour Zelnick, formerly ac- 
| count executive with several New 
York advertising agencies, has 
| been named advertising manager 
| of Rogers Imports, New York, 
maker of smokers’ articles. 


KOMA to 50,000 Watts 


City’s first and Oklahoma’s second | 
Tulsa’ s KVOO). 


| joined the sales department of the 
KOMA has become Oklahoma | Lighting Products division of Syl- 


50,000-watt radio station (other is | | York, as supervisors of lamp sales 
A CBS affiliate, | service and wiring device section, 
KOMA stepped up its power from | | respectively. 


5,000 watts as part of a $300,000 
expansion program. The station’s 
frequency remains at 1520 kc. 


Two Join Sylvania 


W. H. Childs Jr. and G. H. 
Mackenzie, both recently released 
|from the armed forces, have 


vania Electric Products, Inc., New 


Young Adds Duties 


J. G. Young, advertising man- 
ager, has also been named sales 
manager of Oneida Community 
Ltd., Toronto. 


Opens Research Office 


Gwen Gibson, formerly assist- 
ant to the research director of the 
Oklahoma Publishing Company, 
has established her own Research 
Service agency to serve Oklahoma 


City and the Southwest. She has’ 
opened temporary offices in the | 


45 


Hales building, Oklahoma City, 
with correspondents and _ field 
supervisors throughout the south- 
western area. 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT” SIGN CO. 


Division 
Artkraft* Manufacturing Corporation 
900 Kibby St., Lima, hie. U.S.A. 


*Tredemorks Reg U.S. Per OF 


— 


can Soap & Glycerine Producers, | 
“salvage by housewives again may | 


account for about one-tenth of the 
total fat supply for soapmaking 
during the balance of 1947.” 

As compared with 4 cents a 
retrieved pound under OPA, stores 
are now offering from 4 to 17 
cents, with the prevailing range 
between 10 and 15, AA was told. 

The advertising program of the 
American Fat Salvage Committee 
continues, through Kenyon & Eck- 


| 


hardt, on a $125,000-a-month, $1,-| 


500,000-a-year basis. 


Every Eng- | 
lish and foreign-language daily | 


newspaper in the country is now 


scheduled, and weekly newspapers | 


probably will be added soon. The 


advertising emphasizes higher) 


prices offered by stores. 

The need for salvage continues 
urgent. Deliveries of soap other 
than liquid in the fourth quarter 
of 1946 totaled 603,000,000 pounds. 


This was 22% more than in the 


quarter ended Sept. 30, but sales 

in that last quarter were the low- 

est in nearly 10 years. 
Fourth - quarter deliveries of 


liquid soaps were 864,000 gallons, | 


an increase of 10.8% from the 


third quarter. 


Ekco Appoints Ricks 


Paul B. Ricks, formerly in the | 


public relations department of the 


| | ae 


| 


| & 


American Meat Institute, has been | 
appointed director of public rela-| 


tions of Ekco Products Company, 
Chicago, maker of housewares, 
cutlery and kitchen tools. He suc- 
ceeds Ronald Goodman, who has 
resigned. 


To Handle Post Watches 


Post Watch Company, New 
York, has appointed Norman D. 


Waters & Associates, New York, | 


to handle forthcoming advertising 
in national class and _ fashion 
magazines, supported by business | 
paper campaigns. 


Fo) 


Set your sights 
on domorviows 


markets 
Tell Teacher Today! | 


Far-sighted advertisers are planning to- 
day's budgets with an eye to the future 
‘hen selling again will be highly com- 
Petitive, 


| 
Sate Teachers Magazines make this a 

rela ively easy job, because they sell Amer- | 

ca Most Influential Market—710,000 | 

'eac \ers. Beamed at teachers, sales mes- 

in STM do three important jobs: 

'. Reach the greatest percentage of Amer- 

teachers, 2. Influence millions of 

budgets now through 25 million 

‘| kids who respect teacher’s opinions 

anyone else’s, 3. Formulate basic 

¢ habits in these pupils who will have 

es of their own in just a few years. 


ite today for the complete story. 


Georgia C. Rawson, Manager 


ung America’s Most Influential Market 


tate Teachers 


MAGAZINES — 
0,000 Subscribers 


‘sociation of 43 state teachers magazines 


An 


oF You cant 


California‘'s Bonanza Beeline 
without on-the-spot radio 


e Take California’s vast central valleys .. . add neighboring 
Reno and prosperous western Nevada. And you've got the 
Beeline market. A bonanza market with total buying power now 


Its impossible ™ 


ny 


cover 


almost half again that of St. Louis! 


But it’s a market set apart by mountains — mountains that 
stop most outside radio signals cold. To radio-sell California’s 


Bonanza Beeline, you need on-the-spot radio. 


So let the five BEELINE stations introduce you to these 
people with all that “buyability.”” Each of these stations dominates 
its area. KMJ Fresno, for instance, maintains an audience of 


6 to 20 times that of the next best Fresno station. The flexible 
Beeline group is not a network or a chain. You can buy it any 
way you want it — one or all five. Find out how much these 

stations can sell for you. 


- 


MCCLATCHY BROADCASTING COMPANY 


KFBK 


Sacramento (ABC) 
10,000 watts 1530 ke. 


1000 watts 630 kc. 
SACRAMENTO, CALIFORNIA e@ 


KOH 


Reno (NBC) 
1000 watts 


KERN 


Bakersfield (CBS) 


KWG KMJ 
Stockton (ABC) Fresno (NBC) 
1410 ke. 250 watts 1230 kc. 5000 watts 580 kc. 


PAUL H. RAYMER CO., National Representative 
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Bendix Appliances Puts 
$3,000,000 in Co-op Ads 


Rigid Control Makes 
System Real Success, 


Ad Chief Declares 


SoutH BeEnp, Inp.—At a time 
when some manufacturers are 
questioning the value of coopera- 
tive advertising with their dealers 
and distributors, Bendix Home 
Appliances, Inc., has made its co- 
op activities an integral part of a 
far-flung advertising program. 


|sales promotion. 


The secret of handling success- 
ful cooperative advertising is rigid 
supervision, according to Walter J. 
Daily, director of advertising and 
The pitfall of 


'many such plans is looseness of 


administration. As‘a result, co-op 
funds often disintegrate into catch- 
alls. In such cases, they really 
amount to nothing more than a 
dealer discount, and their advan- 
tages are negligible. 

Cooperative advertising by Ben- 


second to none...expert craftsmen... 


typography efficiently produced for 


TV PAD LLY “se Sea 


| Advertisements « Brochures « Catalogs « Publications 
CRAWFORD COMPOSITION CO., Inc., 161 W. Harrison St., Chicago 5, Phone WEBster 7936 


——— 


the letterpress and offset processes. 


Advertising Age, February 24, 194 


| dix Home Appliances may realize | defined. Reimbursements are made | in large, bold type, and a standa: 


1947. This sum is more than six 


magazine advertising budget for 
the first half. And that figure, 
$435,000, is not insignificant. 


50-25-25 Split 


Because of its importance to 
continued leadership of the com- 
| pany in the home laundry indus- 
|try and because of the large ex- 
|penditure involved, Bendix Home 
_Appliances has developed a system 
'of supervision which makes every 
dollar of co-op money count. 

In every dollar spent from the 
cooperative advertising fund, the 
|dealer has an investment of 50 
_cents, the distributor 25 cents and 
the factory 25 cents. The more 
| than 8,000 dealers and the 79 dis- 
'tributors are reimbursed after sub- 
mitting tearsheets and invoices. 

But factory supervision of the 
|co-op fund begins long before the 
| perusal of claims. 

First of all, media are well- 


buses and streetcars, spot radio 


| fairs and exhibits. 


Planned Well in Advance 


Second, every distributor works 
|/months in advance scheduling his 
advertising plans. These are sub- 
mitted to the Bendix advertising 
director and his aids, who analyze 
them carefully and _ suggest 
changes that will improve and 
strengthen the scheduling in each 
distributor’s territory. 

Third, the factory insists that 
BHA-devised advertisements — all 
available in mat form—are used. 
This assures national uniformity 
of emphasis, repetition of the dis- 
tinctive picture of the product, 
employment of the Bendix auto- 
matic home laundry logotype, and 


proper location of the dealer’s | 


name and address. Where excep- 
tions are approved, the advertiser 
is required to use a Bendix washer 
picture, a logotype or its wording 


The question is, girls, shall we join the crusade against bath-roomatism?” 


| hers EN all over Rural America family 
will be giving thought this month ity relationships. 


to ailing bathrooms. 


Because — in the February issue of 


on the League’s own page in Country 


Country Gentleman a contest is an- lems answered, 


nounced. Its title: “Let’s Plan Bath- 


prome ted. 


health and safety, commun- 


Gentleman, ideas are exchanged, prob- 
better rural 


organization 
And, every month, 


living 


of rural women’s clubs. 


Within twelve years the League has in- 
creased to over 13,000 clubs, nearly 
500,000 members — and grows larger 
every month. 


Here is further evidence of the influ- 


rooms.” 

Bathrooms are the 1947 theme of a 
contest held annually by the Country 
Gentlewoman League. The contest is 
only one of many things the League does 
for rural women. 

As sponsor, Country Gentleman fur- 
nishes a monthly program service to 
each club leader. These programs sug- 
gest study. discussion and action on 


such vital topies as home management. 


Significant to advertisers is the origin 
and growth of this great organization. 

The Country Gentlewoman League 
started in the mind of a Country Gentle- 
man editor back in 1935. Rural women 
couldn't be organized, she was told: all 
efforts up to then had failed. But what 
“couldn't be done” Country Gentleman 
did—in its editorial stride. 

An article in Country Gentleman 


simply invited readers to join a national 


(oo (C= 


Independence Square, Philadelphia 5, Pa. 


No magozine can match the record of Country Gentleman in promoting the progress of American Agriculture 


ence of this magazine on the influential 
women of Rural America. 

It also helps explain why advertisers 
are investing more dollars in Country 
Gentleman than in any other farm 


magazine, 


a maximum expenditure of $3,-| only for newspaper space, outdoor | paragraph telling features of t} 
000,000 in the first six months of | advertising, standard car cards in| washer. 


Of course, dealers and distrib) 


times the size of the national) time, movie trailers and space at) tors are not expected, of their ow 


| volition, to take full advantage . 


the cooperative advertising pla 
They are “sold” on every pha 
by means of “merchandiser 
which describe the service a: 
how it may be used to best a 
vantage. A similar selling job 
carried on through advertising 
trade publications. 


Plans Into *48 Now 


Currently, Bendix Home Ap».- 

pliances is conducting drives f. 
the use of Hollywood-made mov: 
trailers, spot radio announcemen 
and outdoor advertising spac 
Distributors and dealers are bein 
urged to arrange space and tim: 
for the fall of 1947 and, in som: 
| cases, early months of 1948. 
In the newspaper program alone 
|this spring, Mr. Daily estimate: 
| that 40,000 mats will be used to 
help sell the Bendix idea and to 
|urge people to see the Bendix 
,automatic washing machine in 
action. 

A “merchandiser” presenting re- 
‘productions of 10 sets of news- 
,|paper advertisements counsels: 
“Use these ads to gear your store 
program to the Bendix national 
advertising. Choose them care- 
fully and run them consistently.” 

- Each of 13 Hollywood presenta- 
tions of the Bendix ‘“workless 
washday” story dramatizes a brief, 
vivid incident intended to impress 
audiences with the ease and effec- 
tiveness of automatic home laun- 
dering. Designed for showings in 
neighborhood theaters, they were 
produced and are being distributed 

by United Film Service, Inc. 
Nearly one-third of the footage is 
devoted to the neighborhood deal- 
/er’s signature and address. The 
cost is nominal — approximately 
$2.75 a week per 1,000 attendance. 


| Terms Spot Radio Valuable 


Available to dealers in a mer- 
| chandiser are the texts of various- 
‘length radio spot announcements 
‘and of continuities used on spot 
announcement records. Comment- 
| ing on this type of advertising, Mr. 
| Daily says: 
| “Radio spot announcements are 
one of today’s best advertising 
buys. They are comparatively in- 
expensive; they provide a certain 
impact that only repetition can 


produce; they are insistent because 
of their frequency and effective 


because the time of their delivery 


can, within practical limits, be 


selected to reach more of the typ« 
of audience you want.” 
Thirty-four color advertisement: 


in nine national magazines are 


scheduled to appear over the 
nameplate of Bendix Home Appli 
ances, Inc., during the first half o! 
1947. The magazines are Ameri 
can Home, The American Weekl; 
Better Homes & Gardens, Goo 
Housekeeping, House Beautifu 

| Ladies’ Home Journal, Life, Par 
ents’ Magazine and The Saturd¢ 

Evening Post. 


Storefront Signs Up 


Current Bendix advertising ti 
in closely with a nationwide sto 
|identification and _  point-of-pu 
chase promotion inaugurated b 
fore the war’s end and complet: 
/in mid-1946. This undertaking 
| successful because of its timi! 
its impressive scope and wide a 
ceptance by dealers—was direct 
| by Mr. Daily. 

Large storefront signs identi 
|46% of the company’s dealers 
| retail outlets for Bendix home a 
|pliances. Strikingly designed, 
luminated with neon lighting, thi 
| of the signs are double-faced. A 
are finished in durable porcela 
enamel for long life. Four desig! 
were made available, with fi 
shipments on the way a fe 
months after V-J Day. In add 
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ion, the factory supplied neon- 


ighted counter signs, window signs | 


ind aisle-and-window signs. 


| 


Cost of the store identification | 


rogram exceeded $800,000. Half 


yas borne by the dealers, half by | 


he factory. Because it was started 
efore the war’s end, distributors 
vere not asked to participate. 
“An opportunity for a manu- 
acturer to identify retail outlets 
trikingly, in numerical strength 
nd ahead of opposition, is rare,” 
Ir. Daily explains. “It was seized 
y Bendix Home Appliances and 
iven a flying start. As a result 
of early action and the fine coop- 
cration of dealers, our store identi- 
ication program was completed 
at a time when some companies 


vere still trying to place their | 


orders for signs.” 


Uses Merchandising Displays 


Simultaneously with the sign. 


program, a companion promotion 
was developed to carry 
Bendix automatic washer mes- 
sage to the point of sale. MHar- 
monizing in color with the out- 
door display and designed to fill 
the needs of both large and small 
dealers are four merchandising 
displays: The “departmental” for 
demonstrations in the appliance 
sections of department stores; a 
smaller department store “spot” to 
attract the attention of strollers; 
the “jewel” as a setting for demon- 


strations in dealers’ stores, and 
the “junior spot’ used as a 
“feeder” in department stores. 


Acceptance of the floor display 
proposition was 100% —and the 
dealers paid 95% of the cost, 
which totaled $280,000. The bal- 
ance was paid by the factory. With 
a few exceptions, every leading 
department store has a Bendix 
“departmental” display. 

A two-phase window display 


service is being utilized this year | 


one for dealers and the other for 
department stores. 


Keyed to Seasons 


The dealer display is mechan- 
ized and has three changes of 
“dress” to fit the spring, fall and 
Christmas seasons. The basic unit 
consists of a life-size, lithographed 
replica of the Bendix automatic 
washer. Back of its porthole door 
is a heavy cardboard cylinder con- 
taining bright pieces of colored 
fabrics which are tumbled about 
realistically as the cylinder is re- 
volved by a phonograph motor. 
Supplemental cards to mount on 
or surround the basic unit will be 


Print it in 
the West 
FOR WESTERN 
‘DISTRIBUTION a 


%& Los Angeles 


Flying us the copy, layouts, mats 
or plates saves time and money 
when you have anything to print 
. black, color or 
fast, modern 
rotary presses. Our capacity is 


on newsprint. . 
process colors... 


limited only by temporary paper 
restrictions. Samples and prices 
on request. 


Rodgers & 
McDonald 


Publishers, inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 


the | 


made available to give the display 


a new appearance at various sell- 


ing periods. The list price of the 
dealer display is $18.75. 

Large, costly masonite displays 
will begin circulating among de- 
partment stores in the _ spring. 


are 12 feet wide and will be avail- 
able in three designs. 

Bendix Home Appliances is in- 
troducing two new appliances, an 
automatic ironer and an automatic 
clothes dryer. Bendix washer ads 


|a small stock. 
Known as itinerant displays, they | 


which appeared during the latter 
part of 1946 gave secondary space 
to these companion pieces. That 


|policy is being continued for the 


present, until sufficient units have 
been manufactured to give dealers 
Cooperative adver- 
tising of the new appliances will 
begin later. 


| Three Form New Agency 


Field, Casey & Rosen, Inc., has 
been formed at 137 Church St., 
New Brunswick, N. J., by Francis 


T. Field, John R. Casey and Ted 
Rosen. The agency has absorbed 
the promotional and publicity ac- 
counts of Public Relations Un- 
limited, Inc., New Brunswick. 


KPRC Appoints Harris 

Jack Harris, formerly assistant 
general manager of Station WSM, 
Nashville, has been named man- 
ager of Station KPRC, Houston, 
succeeding Kern Tips, who re- 
signed to become a partner in 
Franke - Wilkinson - Schiwetz & 
Tips, Houston agency. 
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WPIK Names Clark 


Clark & McGeehan, New York 
and Chicago, has been named 
sales representative of Station 
WPIK, Alexandria, Va. 


Blankets Northwest 
Growers 


®@ No competition — Only N. W: 
growers’ magazine. 


athe Put 


© 5 editions — ads run in off 5, 
no extra cost. 


5-IN-1 MAGAZINE 
a * ® Serving growers nearly half 
century. 


Write for full story 


1135 S$, E, SALMON ST, * PORTLAND 14, OREGON 
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As Usual— 
The Fleet Operators’ Reference Annual of 


COMMERCIAL 
CAR JOURNAL 


The “Fleet Operators’ Reference Annual” is a reference book—a statistical 
study of the industry—a review—a forecast—a business tool—an instruc- 
tion guide—a Who’s Who of leading manufacturers serving this field—of 
such value to truck fleet men that many of them have retained their copies 
every year since the first issue, in their personal reference libraries. 


A 
CHILTON 
PUBLICATION 


U, 
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‘a Ba et Bas pe 5 


aoe | 


This year there will be new handling of specifications, innovations, simpli- 
fication for greater use and higher reader interest, rearrangement of mate- 
rial—all tending toward even greater usefulness and attention value. 


This issue is always the best truck fleet advertising buy of the year. It 


will be that again this April. 


225 pages of advertising are already sched- 


uled. Forms close March 19th. Reservations now are just in time. 


Automotive & Aviation Industries « 


COMMERCIAL CAR JOURNAL 


Chestnut and 56th Streets .........2.4.6-. 
OTHER CHILTON PUBLICATIONS: Motor Age * 


Philadelphia 39, Pa. 


Chilton Automotive Buyer's Guide 
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Seberhagen Appointed 


Whitehouse Products, 
Brooklyn, 


Beacon camera, has 


direct its advertising. 


Olympic Boosts Crossin 


Olympic Radio & Television, | f0T their 1946 advertising (thus | 


Inc., 
manufacturer of the 


Oil Dealers Boost 
Outdoor Ad Use 


New YorkK—Although newspa- 
per and telephone directory ad- 
vertising continued as first choices 
by oil heating and fuel oil dealers 


appointed | 
Seberhagen, Inc., Philadelphia, to | 


Inc., New York, has appointed | repeating their 1945 practice), out- 
J. F. Crossin, director of sales, as | door posters enjoyed a spectacular 


vice-president. 


st Readership 


NUMERICALLY 
BECAUSE OF 
ACCEPTED 


Building 
SUPPLY NEWS 


|increase, according to a survey of 
|dealer advertising by Fueloil & 
Oil Heat. 

Each dealer spent an average of 
'$432 last year as against $409 in 
1945, the publication discovered. 
Of this $432, a total of $126 went 
to newspapers (as against $151 in 
1945), $117 for telephone directory 
ads ($152 in 1945), and $101 for 


|outdoor posters (only $5 in 1945). 


Last year $88 was spent in direct 
mail, as compared with $101 in 
1945. 

National sales of oil heating in- 


| stallations last year totaled 455,218 
junits, compared with 145,596 in 


1945. Average total sales for deal- 


n bare se ee. 


/ers (number of whom increased 
|markedly last year) was 76 in 
1946, compared with only 36 in 
1945. The number of service cus- 
tomers per dealer surveyed re- 
flected the growth of total oil heat- 
ing dealers in operation—dropping 
| to 558 last year from 716 in ’45. 


‘American Girl’ Boosts 


Guarantee, Rates 

American Girl, New York, pub- 
lished by the Girl Scouts, has in- 
creased its circulation guarantee 
from 300,000 to 350,000, effective 
at once. The black-and-white 
page rate will rise from $800 to 
$900, effective with the June, 1947, 
issue. There will be no change in 
color rates. 


Aurex Appoints Cooper 


King Cooper, formerly vice- 
president, general sales manager 
and director of Sonotone Corpora- 
tion, Elmsford, N. Y., has been 
appointed vice-president and gen- 
eral sales manager of Aurex Cor- 
poration, Chicago, maker of hear- 
| ing aids. 


Advertising Age, February 24, 194" 


Sherwin-Williams 
to Promote 3-Foot 
Bug Blaster Spray 


| CLEVELAND — Sherwin-Williams 
Company this spring will intro- 
duce its new Bug Blaster, a three- 
foot insecticide gun described as 
the “selling sensation of the na- 
tion.” 

Advertising includes a_two- 
color full-page announcement in 
the May 5 Life, an announcement 
in the annual garden section of 
the New York Herald Tribune 
March 16, ads in 500 newspapers, 
and insertions in several trade 
publications. N. W. Ayer & Son, 
Philadelphia, was appointed last 
fall to handle campaigns for this 
and one other as-yet-unnamed 
product to be introduced by Sher- 


win-Williams. 
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THIS IS NEW YORK 


15 minutes from Broadway on the Brooklyn side of the East River sprawls 


the New York Naval ivy 


yard constructed 72 vesse 
supercarrier F.D.R. Throug 


h the yar 


ard. Covering 290 acres, the world’s largest navy 
s of all “— during World War Il, 


including the 


radiate 19 miles of streets, 28 miles of 


railroad tracks, numerous piers, ways, drydocks and slips.. From its surface rise 
285 buildings. Above it all, 230 feet in the air, towers the colossal Hammer- 
head, biggest crane in the world. At one time during the war 64 destroyers, 
2 cruisers and the battleship Texas were laid up for repairs and peak employ- 


ployment saw 69,000 civilian workers pour through its multiple gates 
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You need newspapers to sell New York 


BUG BLASTER BLAST—First ad for 
Sherwin-Williams Co.'s new 3-foot Bug 
Blaster for gardeners is this full page 
to appear in Life, May 5. N. W. Ayer 
& Son, Philadelphia, is the agency. 


The Bug Blaster dust gun, 
shaped like a tube, contains an 
| all-purpose insect and fungus mix- 
ture which destroys and prevents 
27 common plant insects and dis- 
eases. A single gunful will last for 
b year in a small garden. The 
/mixture contains DDT, Rotenone, 
‘copper in basic sulfate, cube resins, 
etc: 


Need Not Stoop to Spray 


Single - package, ready - to - use 
convenience will be stressed, as 
will the fact that gardeners need 
not stoop to spray it. Copy will 
also point out that the gun offers 
non-clog performance and_ has 
louvered openings that make it 
possible to shoot the dust upward 
underneath leaves where bugs 
hide. Tubes sell for $1.98, refills 
for $1.29. Profit to dealers on 
tubes and refills is 37%. 

The three-foot size is empha- 
sized as permitting exceptional 
|variation in displays. Tubes are 
| shipped in cartons of 24. The car- 
|ton, when opened, can be used as 
|a display stand. Dealer aids in- 
clude a large display card for 
each carton, a three-color window 
banner and other display cards 
| and material. 


Uses Many Outlets 


Bug Blasters will be distributed 
| by S-W and associated companies, 
|including Acme White Lead & 
'Color Works and Rogers Paint 
Products, Detroit; W. W. Lawrence 
Company, Pittsburgh; Lowe 
| Brothers Company, Dayton; John 
Lucas & Co., Philadelphia, and 
|Martin-Senour Company, Chicago. 
| They will be sold through seed 
| and implement stores, hardware, 
fropesrg grocery, drug and depart- 
ment stores, and other outlets. 

| Bug Blaster is designed for 
|home gardeners. S-W will con- 
|tinue making specific insecticides 
|for the bulk markets. Other com- 
{pany products include Pestroy, 
/Kem-Tone and S-W paints, han- 
dled by Newell-Emmett Company, 
New York, and Lin-X and Weed- 
No-More, handled by Henri, Hurst 
& McDonald, Chicago. 


Eversharp Cancels 

CBS ‘Maisie’ Show 

| Eversharp, Inc., will cance 
“Maisie” and its CBS time afte 
the March 28 broadcast. The pe: 
maker’s newspaper and magazin‘ 
schedules will be stepped up, it 
agency, Biow Company, has an 
nounced. 

The agency said the decision t 
cancel the show (aired fron 
Hollywood at 10:30 p.m., ES7 
Fridays) came because “of inabil 
ity to improve the time” of broad 
cast. When better time is avail 
able, the announcement said, Ever 
sharp will again sponsor its thir 
radio show. 


Appoints Wyckoff A. M. 


Claes Wyckoff, in the advertis 
ing department since 1943, ha: 
been appointed advertising man- 
ager of Rose Exterminator Com- 
pany, San Francisco. 
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Leaf Brands, Inc. | 
Plans Campaign ~ 


Cuicaco—Merger of Leaf Gum | 
Company and Overland Candy 
Company here into a new firm, 
Leaf Brands, Inc., will be followed 
by an extended advertising cam- 
paign for the new company’s four 
divisions in national consumer 
magazines, outdoor posters, spot 
radio and business papers. 

Sol S. Leaf, president, told AA 
that the company plans to spend 
$300,000 in advertising this year, 
about $50,000 in excess of the old 
Leaf Company’s 1946 budget. He 
did not disclose the limited adver- 
tising appropriation for Overland 
during 1946. Bozell & Jacobs, Chi- 
cago, formerly agency ‘for both 
companies, will place copy for the 
new company, which is operated 
by essentially the same manage- | 
ment as the two merging firms. 

Leaf Brands, Inc., which dis-| 
tributes through about 5,000 job- 
bers, is planning a $500,000 plant 
expansion, after which it expects 
to increase the present 650 em- 
ployes to about 1,250. In addition 
to the Leaf gum and Overland 
candy divisions, the new company 
also operates the Chicago Biscuit 
& Cone Company division, maker 
of bakery goods, and the food con- 
fections division, maker of Pop-O, 
French-fried popcorn. Total sales 
for the two merging companies 
aggregate $9,000,000. 


Offers Radio Courses 


The sixth annual NBC-North- 


western University Summer Radio | 
| 


Institute, beginning June 23, will 
be offered to a limited number of 
qualified students seeking ad-| 
vanced training in_ professional | 
radio. Eleven courses, all of which | 
carry full university credit, and a 
required series of 12 lectures, will 
be presented during the six-week | 
term. 


COSTS NO MoRE 


Don't Be Satisfied with 
Ordinary Wasteful 


DISPLAYS | 


May We Suggest... 


Now is the time to employ our counsel 
and services to insure best acceptance, 
maximum use, consistent results . . . 


We are a Display Agency and cooperate 
fully with your advertising agency to 
Pipe-in" the force of national advertising. 


FREE 


SSS = 


MERCHANDISE 1 1/t 


=n 


6 Pages... 420 Pictures...an Exhibit 
' Performance... Write for a copy 
' it Today on your business letterhead. 
terview with Principals « No Obligation 
* MERICA'S LARGEST ORGANIZATION 
SPECIALIZING IN 
MERCHANDISE PRESENTATION 


3 W. L. STENSGAARD 


an AND ASSOCIATES, INC. 
3) N. JUSTINE STREET - CHICAGO 7, ILL. 


: Esquire, Field & Stream, Hunting | 
4 Appoint Johnson |& Fishing, Kiwanis, Liberty, Life, | 
The following advertisers have Lion, Outdoor Life, Pic, Rotarian, | 
appointed the M. R. Johnson Ad-| Sports Afield, The Saturday Eve-| 
vertising Agency, Philadelphia: | ning Post and True. Thirty-one | 
Pennsylvania Wholesale Distribu-| newspapers in key cities also will | 
tors (household appliances includ- | pe used. 
ing radios and _ phonographs), | 


Stadham Company (laundry and | ’ . 

dry cleaning supplies and equip- | CBS's Income Gains 
poernl = & M ae Compeny Despite Billings Drop 
eres OF apes See on Although the Columbia Broad- 
Penguin novelty _toys and dis- casting System suffered a 9% drop 
tributors of electrical appliances), lin gross time sales revenue last 
‘year (AA, Jan. 6), the network 


and Jane Dale Hosiery Company. 
has advised stockholders that net 


4 ; |income rose from $5,345,641 for 
Readies Shoe Campaign {107° $5,796,900 for 1946. 


Daly Bros. Shoe Company, Bos- | 
ton, will use full color pages and | 
other large space in a spring cam- | Names Sorensen 


paign for the Marion Shoe divi- | Better Farms, Pulaski, N. Y., 
sion’s Air-O-Matic line. Ads will | has named Orlee W. Sorensen 
appear in American Legion Maga- | Company, San Francisco, as its 


zine, Collier’s, Elks Magazine,| Pacific Coast representative. 
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To 
Reach 


COUNTY 
AGENTS 


AGRICULTURAL TEACHERS 
EXTENSION LEADERS 


Use 
Better FARMING 
METHODS =f SearS=t5 


ta Peg CCA Circulation —17,000° 


Reach the men whose 
“NOD” may outsell 
your best salesmen 
The men who read, re- 
member, and respond to 
Better Farming Methods — 


Taking the GAMBLE | 


out of Gravure... 


Gravure once was risky as roulette... You 
put your money on the red, for instance, got 
crimson in Chicago, salmon in St. Louis, 
pink in Pittsburgh, scarlet in San Francisco, 
incipient measles in Minneapolis! Gravure 
was then the victim of geography. 

Now gravure cross-country is consistent in 
color and effect in every medium, because... 

The gravure printer doesn’t start from 
scratch with original copy—but with Intaglio- 
processed positives which permit proper and 
uniform reproduction. 

And because Intaglio pioneered in gravure 
proving, every gravure pressroom has a color 


guide, in a complete set of progressive proofs 


Intaglo SERVICE 


CORPORATION 


AMERICA’S FIRST GRAVURE & LETTERPRESS SERVICERS 
NEW YORK: 305 E. 46th St. « CHICAGO: 731 Plymouth Ct. « PHILADELPHIA: Land Title Bldg. 


... which the advertiser has already seen, and 
revised to his satisfaction. Intaglio sets the 


standards towhich reproduction must conform. 


"Tue advertiser served by Intaglio is spared 
all the confusing, complicated transactions that 
occur when dealing direct with many sources 
. .. 1s saved time and money, wear, tear and 
temper... is assured tranquillity instead of 
tension between closing date and publication. 

Two modern new plants in New York and 


Chicago . . . are equipped to a 


process gravure advertising, 
in either monotone or color 


promptly, efficiently, economically. 
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Advances Wrausmann 


Elmer C. Wrausmann, formerly | 
assistant to the president, has been | 
appointed sales and promotion | 
manager of the St. Louis Car | 
Company, maker of street cars| 
and trolley buses. George L. Kip- | 
penberger, vice-president and as- 
sistant general manager, has re- 
signed after 45 years with the 
company, but will continue as 
director and consultant. 


business news in the nation’s 
greatest industrial area 
— the Central West. 


Chicago Journal 


of Commerce — 


Pepsodent Ties 
Contest in with 
New Hope Movie 


Cuicaco—In connection with 
Bob Hope’s forthcoming movie, 
“My Favorite Brunette,” Pepso- 
dent division of Lever Brothers | 


tered around a consumer contest 
ofiering $75,000 in prizes. 

The contest, which will be an- 
nounced in detail over Hope’s 
|Pepsodent show Tuesday night 
(NBC), 9-9:30, March 18, is be- 


|lieved to comprise a sort of test of 


the public’s writing ability. It 
will be promoted through full use 


lets, in addition to the facilities 
j}of Paramount Pictures’ publicity, 
trade and exhibitor organizations. 

The Pepsodent contest opens | 
March 18, and during that month 
Bob Hope’s picture will open in 
15 major cities. It will be shown 


of Pepsodent’s drug and trade out- | 


in about 125 additional cities dur- 
ing April. Advertising for the 
/contest will be through the come- 
'dian’s radio show, continuing ads 
in Sunday newspaper comic sec- 
|tions, ads in drug trade publica- 
|tions, drug store counter displays, 
| special entry blanks for contest- 
j}ants, and varied movie promotions. 

Foote, Cone & Belding 


* Company will launch an extensive | agency. 
‘sales promotion campaign cen- | 


‘Hit by Paper Shortage 


All metropolitan dailies in Mex- 
t City except the sports papers 
Esto and La Aficion have sus- 
pended their Monday morning edi- 
tions. because of a critical paper 
| shortage. Other papers through- 
out the country have also been 
forced to curtail publication. 


Appoints Whitney 

George Whitney, formerly sales 
and business manager of Station 
|KFI, Los Angeles, has been ap- 
pointed a vice-president and resi- | 
dent 


the Los Angeles office. 


is the. 


Advertising 


PINEAPPLE PARTY—Harry Batten, president of N. W. Ayer & Son, 
phia; H. E. MacConaughey, vice-president and general sales manager, Hawaiian 
Pineapple Co., San Francisco; and James Wallace, Ayer vice-president, at the 
annual party given by the Dole brand producer at the Traymore, Atlantic City, 
for company representatives at the National Canners Association's convention. 


Philadel- 


Joins Ecoff & James 


Lawrence S. Tone Jr., 


formerly 


Boles Duo, Former 


partner of Harrington &|an account executive of Wellman 
Buckley. He will be in charge of | Agency, has joined Ecoff & James, 
| Philadelphia, in the same capacity. 


FOR 1946 


Space-buyers who 
live in PITTSBURGH 


now place most 


of their food 


linage in the 


SUN-TELEGRAPH 


Whether you sell food or furniture—clothing or cosmetics—appliances or accessories 


—this leadership is a valuable cue to you; for food customers are your customers, the 


same women who are responsible for 85% of all purchases. When you place space in 


Pittsburgh, remember how men who live in the market—who know it intimately and 


accurately—make their selection of media. 


Sun-Telegraph 
2nd Newspaper . 
3rd Newspaper . 


de yy LO, CYC 70, 
Bits fate ight OP i, 


(Source: Media Records, Inc.) 


Xs 


514,545 Lines 
510,265 Lines 
240,080 Lines 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE — Offices im Principal Cities 


| proximately 


Sani-Wax Team, 
Sponsors ‘Scene’ 


DaLttas— A monthly magazine, 
devoted to chronicling the cultural 


| interests of the Southwest, is mak- 


ing its debut this month with ap- 
12,000 subscriptions 


'on hand before its 56 slick paper 
| pages began their initial press run. 


The publication, Scene, is the 


|newest venture of Wayland and 


Clyda Boles, who built a back- 
porch household wax (Sani-Wax) 
industry into a $500,000 firm in 
less than five years (AA, May 27, 
°46). It is the first major project 
of Ideas-in-Action, a merchandis- 
|ing promotion organization which 
was only a Boles dream last 
spring. 

Scene will be printed on heavy 
| enamel paper, with first cover de- 
picting typical Southwestern 
scenes in nine colors on a glossy 
black background. Inside articles 
and features are illustrated with 
|large photographs and multi-col- 
ored layouts. Among the high 
| spots of the first issue is an article 
describing how a group of armed 
G.I.s used their ballots rather than 
bullets to oust a long-entrenched 
political machine at Hot Springs, 
one on Dallas oil man E. L. De- 
|Golyer, who owns controlling in- 
|terest in The Saturday Review of 
Literature, a spread on the Dallas 
‘Symphony orchestra, personality 
| sketches, and fashion pages show- 
/ing suits, lingerie and accessories. 
| Selling at 35 cents a_ copy, 
Scene’s first issue carries ads from 
leading stores in the Southwest. 

Wayland Boles will act as editor 
and Clyda Boles, his wife, as as 
,sociate editor of the magazine. 


Claire Corbin Joins 
Bi-Monthly ‘Two to Six’ 


Claire Corbin, recently engage: 
in sales promotion and merchan 
|dise coordination for Loft Cand 
'Corporation, and formerly 
|fashion editor with Curtis Pul 
| lishing Company, has joined Tu 
ito Six, New York, as fashion co- 
|ordinator and promotion directo 
| Beginning with the April-Ma 
|issue, the magazine will be pul - 
lished bi-monthly. First issued : 
'a quarterly in November, 1945, 
has been published as a month 
‘since last May. Circulation gua 
antee will rise from 50,000 
100,000, effective immediately. 


Names Healy PR Directer 


Laurin H. Healy, publicity 4 
rector of Encyclopaedia Brita! 
nica, Inc., 
pointed director of public rel - 
tions of Encyclopaedia Britanni 
Films, Inc., Chicago. James Colv 
succeeds Mr. Healy as publici 
director. 


‘Names Knollin Agency 

Knollin Advertising Agenc 
San Francisco, has been appointe 
| to handle the advertising of Coa 
| Counties Gas & Electric Compan 
| San Francisco. Newspapers, pos 
ers and radio will be used. 
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Advertising Age, February 24, 1947 


| WBRY Increases Power 


‘ Station WBRY, CBS affiliate in 
4 Waterbury, 


March 7-9. Association of Wom- 
«©. Broadcasters of NAB, annual 
c nvention, Hotel Roosevelt, New 
\ ork. 

April 7-9. Association of Na- 
t.onal Advertisers, semi - annual 
meeting, Drake Hotel, Chicago. 

April 22-24. American News- 
paper Publishers Association, an- 
nual convention, Waldorf-Astoria | 
Hotel, New York. 

May 15-17. International Affili- | 
ation of Sales & Advertising Clubs, | 
annual convention, King Edward | 
Hotel, Windsor, Ont. 

May 25-28. Advertising Federa- | 
tion of America, 43rd annual con- 
vention, Hotel Statler, Boston. 

May 28-31. Associated Business 
Papers, spring meeting, The 
Homestead, Hot Springs, Va. 

June 3-5. National Federation | 
of Sales Executives, annual con- | 
vention, Los Angeles. 

June 15-18. National Industrial | 
Advertisers Association, silver an- 
niversary conference, Hotel 
Schroeder, Milwaukee. 

June 22-26. Advertising Asso- | 
ciation of the West, annual con- 
vention, Challenger Inn, Sun Val- 
ley, Idaho. 

July 7-10. American Advertis- 
ing Executives Association, mid- 
year conference, Mark Hopkins 
Hotel, San Francisco. 

Oct. 6-8. Association of Na- | 
tional Advertisers, annual meeting, 
Hotel Chalfonte, Haddon-Hall, At- 
lantic City. 

Oct. 6-9. Financial Advertisers 
Association, annual convention, | 
New York. 

Oct. 23-25. Direct Mail Adver- 
tising Association, annual conven- 
tion, Hotel Carter, Cleveland. 


Appoints Wiese 


Jacques A. Wiese, formerly ad- 
vertising manager of Iceberg Re- 
frigerated Locker Systems, Inc., 
has been named director of ad-| 
vertising and merchandising of | 
Allied Home Products Corpora- | 
tion, New York, maker of general | 
household cleaning products. 


NEWA to Meet in May 


“The Coming Electrical Age” 
will be the theme of the 38th an- 
nual convention of the National | 
Electrical Wholesalers Associa- | 


tion to be held at the Hotel Tray- | 
more, Atlantic City, May 4-8. 


GET THE 
CLIPPINGS — 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 
Showing Name—Date 
—Circulation of Pub- 


lication 


RESS CLIPPING BUREAU 
5 Church Street, N.Y.C.7,N.' 


* | which joined the network in 1938, 


KBON Transfers Bader 


Hugh Bader, announcer and| 
special events and promotion man 
of Station KBON, Omaha, has Plastron, Inc., maker of plastic 
been transferred to the sales staff. film shower curtains, garment 


Hartford, Conn., is the agency. 


Plastron Launches Drive 


Plugs New Coffee Maker 


Becher Corporation, Manchester, | ,aign in magazines and trade|Macy & Co., has been named 
Conn., has been|Conn., will launch a campaign in publications through Fashion Ad- 


granted a power increase from|May in Good Housekeeping and 
1,000 to 5,000 watts. The station, | other consumer magazines, plus 20 
trade publications, to introduce a 
is owned by American Republican, | new coffee maker and other cook- 
I | ing utensils made of fireware. 
Hammer Advertising Agency, 


51 


bags and other plastic products | Lillian Stein, formerly in the ad- 
for the home, has launched a cam- vertising department of R. H. 


fashion stylist and coordinator of 
vertising Company, New York. | Fashion Advertising. 


Pictures SELL because 
buyers believe them! 
RCS photo copies SELL 
because they are faith- 
ful to the original. Exe- 
cuted for you quickly. 


PHOTO COPIES 


RAPID COPY SERVICE: 


123 N. Wacker Drive Chicago 6 : 


@ Even today the elements are a factor in the effective- 
ness of your message. The sharp impact of beautiful 
pictures and powerful words can be blunted by a little 
thing like moisture in the air. 

Your printer is ever conscious of the relative humidity 
of his press room and the moisture content of the paper 
he is running. Dry paper and moist air mean trouble. 

The Chillicothe Paper Company pioneered the idea 
of built-in moisture in paper. 

Ask your printer why it is that he can give you such 
fine printed pieces on Chillicothe Papers. He'll explain 
how the absence of shrink, stretch, curl and lint invites 
realistic reproduction without exacting a premium in 
his printer's skill. 


! any a Message Goes Wrong at the Start 


Increased production capacity will soon provide 
Chillicothe quality for more users. Keep asking for it. 


Maker of a distinctive line of fine papers for many uses, including 
such distinguished stocks as 


LOGAN AND ADENA OFFSET AND BOOK 
CHAMOIS TEXT * CHILLOTINTS 


GREETING CARD PAPETERIES 


—ask us about them 


THE CHILLICOTHE PAPER CO. 


CHILLIC@THE, OHIO 
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| postponed a month to permit For- 
|tune to publish the full report 

simultaneously in its April issue. 
a a 


Motion picture company execu- 
tives are worried about the sad 
state of box office grosses. The 
trend away from the box office 
started early in the winter, and 
the customary post-holiday up- 
turn hasn’t materialized. Many 
exhibitors who had hiked admis- 
sion prices have cut them to pre- 
vious levels, but even so there 
are too many empty seats. What 
has the movie moguls sweating, 
however, is the public’s colossal 
disregard for big budget pictures; 
films which have been packed 


‘THE LETTER SHOP, Inc. 
431 &. Dearborn St., Chicago 5, Hlinois 


Be SS TAS PRE TS BRE OLB SME ae SO PILOT Os Bes PO de : 


| with stars and given a 


To keep Thomas Alva Edison 


lavish |from stealing all the centennial 


budget are laying eggs right along promotion, American Telephone 


with the cheaper products. 
ae * oo 

For rather obvious reasons the 
| financial house of Merrill, Lynch, 
| Pierce, Fenner & Beane for some 
years has been known in Wall 
| Street as “We, the People.” For 
‘reasons of their own, the princi- 


pals of MLPF&B have liked 
its somewhat buckeye flavor. 
MLPF&B has just started a 


monthly employe publication 
called “We, the People.” 
x ok + 


| “A Free and Responsible Press,” 
|the general report of the Commis- 
|sion on Freedom of the Press, 
| which was financed by Time, Inc. 
| ($200,000) and _ Encyclopaedia 
|Britannica ($25,000) in 1943, will 
be released March 31 by the Uni- 
| versity of Chicago Press as a 139- 


and its subsidiaries, including 
Western Electric, currently are go- 
ing to town on the 100th anni- 
|versary of the birth of Alexander 
Graham Bell, inventor of the tele- 
phone. Edison and Bell were born 
less than three weeks apart—re- 
spectively on Feb. 11 and March 
3, 1847. 
us oo * 

Rexall Drug Company, which 
told FTC that it had abandoned 
its “factory-to-you” sales in July, 
1944, apparently feels that its 
“one-cent” sales, which were also 
under fire by the FTC at that 
time (AA, Feb. 3), are perfectly 
legitimate. The company =  an- 
‘nounced recently that its 50 
|separate promotions planned for 
1947 include the debated “one- 
cent” sale. Rexall originally told 


Advertising Age, February 24, 194’ 


materials for such promotions but 
that it was not responsible for 
additional advertising material 
prepared by its subsidiaries, which 
include Owl Drug Company, Los 
Angeles, and Liggett Drug Com- 
pany. 
* * * 

In its new campaign in news- 
papers and car cards, Calvert 
Distillers Corporation is using the 
names of apparently real people, 
such as “John Elliot” or “Jack 
Tracey.” In certain states which 
prohibit this practice, Calvert is 
saying simply: “Some folks are 
P .” “All over town people 
are...” or “Notice how people 
are .. . switching to Calvert.” 
Calvert would not say which 
states prohibit such advertising. 

* a * 

A lot of people have praised 
Goodyear’s new series, “The 
Greatest Story Ever Told,” dra- 
matizing—without commercials— 
stories from the New Testament 
on the American’ Broadcasting 


network Sunday night. But some) 


The other night, for example, th 
Prodigal Son was cutting fast anc 
loose in Babylon. 

* * * 

General Foods’ latest product 
a chocolate mint wafer, soli 
through drug stores. Packed in « 
tubular metal container, 48 wafer: 
sell for 70 cents. No advertisin,y 
for now, due to the sugar shor: - 
age; when promotion starts, it wi!| 
be through Benton & Bowles. 

* * * 

Still faced with materials shor'- 
ages, specifically of steel just now, 
General Electric’s appliance and 
merchandise department this year 
continues to do only enough ad- 
vertising, as one executive ex- 
plained, to keep its products and 
name alive. Magazines are the 
principal medium since the G-E 
|'House Party network show was 
dropped a few weeks ago. Young 
& Rubicam handles G-E appliance 
| advertising. 

Meanwhile, however, the depart- 
ment is holding in various major 


cities this month the first series of 


| page, $2 book. The release date was the FTC that it provided sales|can be shocked even by the Bible. | distributor meetings on new major 
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OF DIAMOND BOOK MATCH 
ADVERTISING ? 


Not the advertiser... 


not as much as most people think! 


According to our Nationwide survey, 60.4 per cent of 


advertising men believe 


the advertiser pays the largest 


share of the cost of Book Matches as advertising media. 


But here is the fact. The advertiser pays only 17% of the 


total cost of Diamond Book Matches, produced and dis- 
tributed with his advertising message, to any or 
all parts of the United States. Eighty-three per 
cent is paid by the consumer or retailer. Com- 


pare these percentages to those of other media. 


MOR / 


318 SOUTH MICHIGAN AVENUE, CHICAGO 4, ILLINOS, 


This is one reason why Diamond Book Match advertising 


is economical . . 


pulling other and better known media on a cost basis in 
actual tests... why it will pay you to learn ail the latest 


facts about Diamond Book Match advertising. 


a — oe ee ee ee ee eee eee 


To: Diamond Match Co., Dept. 102A 
318 S. Michigan Ave., Chicago 4, Ill. 


Name of my company. .......6e054+ 


a eli am = 


To learn these important facts—and to learn how 

Diamond Book Matches can bring you more sales 
at less cost—clip and mail the coupon today. A 
Diamond Book Match specialist will be glad to 


call to see you and give you full information, 


TOTerCT etre to a Man-Sized Media Problem 


i ! would like more information about Diamond Book Match Advertising. 
1 Please call on me at........ o'deck, day........ ee PET TT TT TT 
SER RULIERELELE CTL TTT TTT 


. why Diamond Book Matches are out- 


|appliances since 1940. The line 
includes new refrigerators, an 
automatic washer and two home 
| freezers. 
* * 

Although strictly not “spon- 
sored” by the New York Central, 
\the railroad has ordered 1,500 
copies of David Marshall’s “Grand 
Central,” the s.tory of the famous 
station, recently published by 
Whittlesey House. Mr. Marshal! 
is on the foreign desk of the New 
York Sun. 
| * * * 

And here’s another new look-in 
on hat retailing. Frank H. Lee 
Company, Danbury, Conn., is in- 
troducing transparent plastic con- 
'tainers to boost sales of hats as 
gifts. Containers, used for display, 
can be purchased with the hats at 
|slightly higher cost than the hats 
‘alone, and are suitable for home 
use. 


* * * 


Like so much else you hear, this 
is probably just conversation, but 
|there are reports out that some of 
the prime outlets for pens and 
pencils are annoyed at Eversharp 
for the way it has opened up ad- 
ditional dealerships. Apparently 
|the pen and pencil business is 
really getting back to a competi- 
tive selling basis. 

* cs * 

The American Weekly is ques- 
| tionnairing department stores, 
'chain drug stores and others on 
| toilet goods department operation, 
| seeking such information as per- 
centage of sales volume by types 
| of products, sales outlooks for the 
| year, the outlook for domestic and 
|imported perfumes and men’s 
lines, buying practices, etc. Results 
of the study will be available be- 
fore too long. 


500,000 
STOCK PHOTOS 


ee 


WRITE FOR INFORMATION. 


KAUFMANN & FABRY co 


. WABASH AVENUE 
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Advertising Age, February 24, 1947 


UNVEILING—George J. Hecht, pub- 
lisher of Parents’ Magazine and chair- 
man of the national Mother's Day com- 
mittee, poses with the official poster, 
painted by Hayden Hayden, for pro- 
motion of the May II celebration. 


Clopay Schedules 
Record Campaign 
for ‘47 Drapes 


CINCINNATI—The curtains and 
drapes Clopay Corporation offers 
America’s homemakers will be 
backed this year by the biggest 
advertising and promotional 
budget in the company’s 17-year 
history. 

The company has scheduled a 
total of 27 national publications 
for the spring campaign, according 
to Arthur L. Thexton, executive 
vice-president. It will break in 
mid-March with a four-color page 
in The Saturday Evening Post 
and similar ads will follow in The 
American Weekly and_ Ladies’ 
Home Journal. 

Clopay’s paper drapes and plas- 
ticized kitchen curtains also will 
be depicted in fractional pages, in 
both color and black and white, 


in general and women’s magazines | 
Dealer | 


and farm _ publications. 
mats, inserts, point-of-sale dis- 
plays and cooperative material 
are being offered retailers. 

The 1947 Clopay line, recently 
shown to the trade, includes six 
basic floral designs, a plaid and a 
stripe, with 25 color variations 
available. Clopay also is intro- 
ducing a new line of curtains 
called Hollywood style, for kit- 


like the cottage sets introduced by 
Clopay last fall. 
Paper window shades and Vene- 


|tian blinds, Clopay’s older prod- 


chen windows, dinettes, bathrooms | 


and odd windows. They are manu- 


factured of plasticized cellulose, | 


PAST Re 
Ad Beyer 


SAYS... 


tre. the pay off men . . . Dlinois 
iness Review reports retail sales in 
pal Illinois Cities for 11 months 
6. Again... Again that is... 
rd leads the entire state in per- 
e gain over same period in 1945. 
music to the ears of space 


i who have to select productive 
edi ’ 


Qi the Top sn Mlinois 


iat’ 


MORNING STAR 
REGISTER-REPUBLIC 


111,000 
OPOLITAN POPULATI 


ucts, will be included in the over- 


|}all advertising program. All are 


sold through variety, department 
and general merchandise stores. 

Ralph H. Jones Company is the 
agency. 


Predicts $180,000,000 
Baby Products Market 


A total of $180,000,000 will be 
spent in 1947 on baby products, 
estimates J. P. Beresford, mer- 
chandising manager of the Centaur 
Company division of Sterling 
Drug, New York. Urging fuller 
exploitation of this market by re- 
tailers, Mr. Beresford said that re- 
search shows that of the more 


, year for baby items. 

| In an intensive campaign to pro- 
'mote its line, including Fletcher’s 
Castoria and Z.B.T. baby powder, 
|Centaur salesmen are photograph- 
|ing baby goods departments in re- 
|tail drug stores for use in trade 
advertising. Centaur advertising 
is split between Young & Rubicam 
}and Pedlar & Ryan. 


Lektrolite to Donahue 


Lektrolite Corporation, New 
York, has moved advertising on 
the Lektrolite Flameless cigaret 
lighter from Hirshon-Garfield to 
Donahue & Coe, New York. Pages 
and smaller continuity insertions 
in The American Weekly and the 
Metropolitan Gravure Group, plus 
spot radio, are scheduled. 


Pego Heads Otto Copy 


Aurelio Pego, formerly coun- 
|selor, copywriter and media ex- 
|pert in the international division 
of Grant Advertising and previ- 
‘ously in charge of foreign copy 
and media with John F. Murray 
Advertising Agency, has joined 
{Robert Otto & Associates, New 
| York export agency, as copy chief. 


KMBC-FM Offered to 


Advertisers Separately 
Station KMBC-FM, Kansas City, 
Mo., which broadcasts on both 
high and low bands simultane- 
ously, has been made available to 
advertisers. The rate for the sta- 
tion, when used alone, will be 10% 
of the rates in KMBC’s card No. 24 
for both program time and an- 


53 


nouncements. The station has re- 
served the right to schedule stand- 
ard AM broadcasts over FM with- 
out additional charge, but does not 
assume the obligation to do so. 

The operation hours of the sta- 
tion have been increased to seven 
hours daily, from 2 to 9 p.m., in- 
cluding Sundays. 


Plans Dry Cleaner Drive 


| Renuzit Home Products Com- 
| pany, Philadelphia, maker of Re- 
jnuzit French dry cleaner, will 
launch a double-your-money-back 
guarantee campaign this spring, 
with copy in 20 women’s maga- 
zines and 105 newspapers, plus a 
dealer - cooperative campaign 
available to merchants. Harry 
Feigenbaum Advertising Agency, 
Philadelphia, handles the account. 


Bemis Boosts McAusland | 


than 8,000,000 babies under four 
years of age in the United States, 
averaging 190 babies for each drug 
store, $50 per child is spent each 


R. D. McAusland, Pacific Coast 
general manager, has been elected | 
a vice-president of Bemis Bro. Bag | 
Company, St. Louis. 


| 
TORONTO, 


GIBBONS 


ADVERTISING 


MONTREAL, 


J. J. GIBBONS LTD. 


OO BAY STREET. - TORO 


WINNIPEG, REGINA, CALGARY, 


KNOWS CANADA 


MERCHANDISING 


EDMONTON, 


Tokay, Zinfandel, Muscat... 


| rR 
| i “a 


ae 
f 


af hl 


The first grapes came with the padres 
-». to provide the wine of the Sacrament, 
work for the Mission Indians, produce for 
barter and table. 

Subsequently, homesick settlers sent 
for slips and seedlings, set them down in 
the rust brown soil on sheltered slopes... 
watched the vines flourish in the hot sun, 
cool morning mists, winter rains, through 
the cool summers and tempered winters 
. .. drowsed their last days in the shade of 
their own vines. 

Then one Agaston Haraszthy, noble 
of the ancient court of Hungary, in 1856 
brought choice cuttings of Flame Tokay, 
Zinfandel, Muscat of Alexandria, Seedless 
Sultana, Black Morocco... spread their 
growth like Johnny Appleseed, cradled 
the wine trade of California. During the 
bleak years of Prohibition, enough of the 
growers kept up their vines, starved along 
onsacramental, medicinal, and export sales, 
held vintages until they spoiled... to 
afford the nucleus in 1924 for one of 
California’s major industries today. 4 


Ix 1945, California’s yield 
was the highest in its history,— 
116,334,000 gross gallons, a saleable 
inventory of 155,570,000 gallons of table, 
dessert, sparkling wines and vermouth— 
almost eight times the wine stocks of the 
rest of the country. 

Two-thirds of California’s wines come 


en a 


from the Fresno, San Joaquin, 
Sonoma, Tulare and Napa 
areas at San Francisco’s back 
doors... make the city the U.S. 
center of wine sales, distribution 
and financing, a greater Bordeaux 

of the Western continent. And the 
industry as it grows affords more 
jobs, more profitable employment, more 
incomes for the quarter million newcomers 
in the Bay Area since 1941. 

Wine, in a sense, is a symbol of San 
Francisco... of its sophistication, good 
living, appreciation of leisure and many 
cultures ... fondness for good music, 
opera, theatre, native arts, local color... 
intellectual independence born of long 
isolation, lively interest in the world 
outside ... the kind of people who make 
a market of The Chronicle, make The 
Chronicle the best market on Pacific Coast. 

With the best presentation of general 
news of any paper west of New York, 

indispensable to the well-informed... 

The Chronicle never ignores the 

g_, local angle or import, covers CIO 

as well as Society, has the most 

complete business pages, is the 

favorite of the women who want 

to be first socially or when the Market 
Street store doors open. 

Read daily by one of three city families, 
one of four in the important suburban 


communities ... used by 59% of all local 


ol. 
2 
2) 


and _ national display advertisers in San 


Francisco last year... exclusive medium 
for more exclusive shops, burden bearer 
for the department stores, an easy linage 
first for financial, automotive, books ... 
The Chronicle has not only class but 
coverage, spread as well as selectivity, 
packages the most of the best buying 
power in the market ... does the job the 
national advertiser needs done first, fastest 
and at the least cost... Details from any 


SFW man, any time. 


San Francisco Chronicle 


SAWYER - FERGUSON-Wa ker Co., National Representatives, 
New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 


=a, « 
~- 7a ee 


@ 


Panlisir bass ie Frac odie is : . 7 ; te: s ‘ a — | : 2 7 a | 
960 i 
— ee a 
’ a jes ; is " : Be | : ‘ 
eee” &, ii 
"f ‘ f ee 
AE America Faneobors — " ae 
MOTHERS DAY Ji a 
9D —— es ie 
ef , | 
@433 ee é 
5 ' _ - oe are ; ea 
ie i : 
es, a my _ | : 
2 ad 
tiene, i 
~ | ae 
ee ' = a! : = VANCOUVER m Sees 
7 ee Fe ee: Shek NN : 
x ' a 
> i ¢ i 
| a Bas, . ~ * - 
™.$ - ee 4 > * Be Pd 
| a linge Pes, * 4 Cs a 
| >» { ke 0 ae . . eo tie , 
; 'g a! a : 4 
a ° , 4 . a e F Ps } a P i 3 , i 
Fs sa * wk — 
Owe wy?” bh : 
‘ = a, on 
| is - 4 “- aii i, 
Bs % * i. ee” 
if z fi hy v :) a : 
‘is ” Ne . 9 ‘ay pe 
P —S — ¢ aie ’ 7 
ar BX ) MID-WEST — | ( IP uy i... 
4 A sa a 
‘ (J SX | ” Pe ies nis - 
vey < a 2} a, 
1g ah 
. 4 x me 
a 4 : ‘ c 
| a 
‘ | a 
ig. . 
ROCKFORD | 
} 
: : Nn c 


Se 


La sake 


54 


Printing Unit to Meet 


The Southwestern Graphic Arts 
Conference, jointly sponsored by 
the Printing Industry of Wichita 
and the Tri-State Printers Asso- 
ciation, wil! be held in Wichita, 
Kan., May 8-10, at the Hotel 
Lassen. 


Gets Travel Account 


Jules Lippit Advertising, New 
York, has been named by Bergen 
Steamship Company, New York, 


| Bergen, Norway, 
| promotion for the line’s first post- 
| war cruise to Europe. 


| general passenger agency for Det 


Bergenske Dampskibsselskab of 


to handle the 


Names Ridgway Agency 

M. D. King Milling Company, 
Pittsfield, Ill., has placed its ad- 
vertising with Ridgway Company, 
St. Louis. Radio and newspapers 
will be used to promote the com- 
pany’s poultry, hog and dairy 
feeds. 


DRIVE AN AVERAGE OF 
12,284 MILES A YEAR* 


Doctors are Class A tire buyers in any com- 
munity—constant drivers by necessity. Besides, 
their incomes permit other conveniences, their 
refrigerators, 


tastes call for 
clothing, jewelry. 


luxuries; radios, 


115,000 DOCTORS READ | 


35 STATE MEDICAL JOURNALS 


Medical journals habitually make first claim on the 


doctor's reading time! Seeking 


scientific 


reports and 


news of colleagues, plus medical advertising which keeps 
them posted on new drugs, instruments, etc., most physi- 
cians—including all members of state medical associations 
—turn regularly to their own State Journals. 


DELIVER YOUR SALES MESSAGE 
TO THESE 115,000 DOCTORS 
IN A SINGLE PACKAGE 


WITH 1 CONTRACT 
1 COPY JOB ¢ 1 SET OF PLATES 
1 MONTHLY STATEMENT 


Whether you use two State Journals or all 35 
(covering 42 states), the State Journals Group, 
represented by the Cooperative Medical Adver- 
tising Bureau, will present your message with 
a single productive effort per issue — reserving 
space, ordering and delivering cuts to publishers 


and billing costs . . 
wide Class A market. 


address 


. one transaction, a nation- 
For readership data, 


COOPERATIVE MEDICAL ADVERTISING BUREAU 
OF THE AMERICAN MEDICAL ASSOCIATION 


535 NORTH DEARBORN STREET @ CHICAGO 


10 


* “Physicians as Automobile Buyers’ — Survey Prepared by the 


American Medical Association. 


COLLINS 
MILLER & 
p HUTCHINGS, 


07 NORTH Ricetene AVENUE 
1CAGO+1+ PHONE FRANKLIN 5854 


| 


| 209 S. State St., 


Wanted,” “Representatives 


and spaces per line; 


Advertising Age, February 24, 1: 


The Advertising Market Place — 


The rates for this department are as follows: 
V Wanted,” 
60 cents a line, minimum charge $2. Figure bold face heads 25 letters 
light bodyface 34 
lines. Terms cash with order. Forms close Thursday noon, 11 days preced- 
ing publication date. Display advertisements take card rates. 


“Help Wanted,” “Positions 


and “Representatives Available,” 


per line. Box numbers add two 


HELP WANTED | 
FRED J. MASTERSON 
Advertising & Publishing 
Personnel 


organizations 
= 185 N. _Wabash Ave., Chicago 


w ‘ANTED 
advertising and sales promotion 
manager for a prominent manufac- 
turer of heating, cooling and air 
conditioning equipment in Chicago 
area. Correspondence and interviews 
will be held in strict confidence. 

Box 8764, ADVERTISING AGE 
100 E. Ohio St., Chicago e3,. Edi. 


ADVERTISING OR 
PUBLISHING EXECUTIVE 

35-40 to become assistant to Chicago 
publisher of established business 
publications, Preference given to 
those with extensive knowledge of 
trade publishing routine and prac- 
tices or agency executive. Salary 
and bonus open to ambitious man 
not afraid of work. Exceptional op- 
portunity. Give complete details. 

Box 8759, ADVERTISING AGE 

100 E, Ohio St., Chicago, i, Fil. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements anywhere in the 

United States 
GEORGE WILL 1A MS,—Personnel 
Har. 2063, _Chicago 


Advtg. & Promotion Man Wanted 
Must be thoroughly familiar with 
national bottling franchise set-up. 
Excellent opportunity. 

Box 8776, ADVERTISING AGE 
330 Ww. 42nd St., New York 18, N. ¥. 


FASHION ARTIST—for le 2ading New 
England advertising agency han- 
dling National Accounts. Real op- 
|}portunity for exceptional talent. 
pe rite fully and be prepared to show 


samples. Our staff knows of this 
|} advertisement. 
Box 8782, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. . Y. 


ASS’T ACC OU NT EXECUTIV EK 
Unusually pleasant, stable and 
profitable small agency wants top- 
notch young man to grow and pros- 
per with us. Some agency copy- 
writing experience necessary—also 
ability to eat with approximately 
correct fork, Please write fully. 
Box 8756, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tn. 


COPYWRITER s+ « One of choicest 
spots, surest futures in Southern ad- 


vertising for young man (25 to 35) 
who can point to exceptional tal- 
ents, unusual performance in con- 
sumer copy, plans. Key job in new, 
fast-moving agency (over $550,000 


|}in contracts for 1947), most active 
| section in South. Big league assign- 
|}ments. Good, but not “inflated” sal- 
}ary to start. Fine low-cost living 
|}in one of America’s healthiest cli- 
|mates. And an opportunity that’s 
| really big! Apply by letter only 
|(with your BEST sample) to: John 
| Larmer, Pres., Piedmont Adver- 


tising Agency, Inc., Salisbury, North 
Carolina. 


ce WANTED COPYWRITER 


| Busy, medium-size advertising 
opening for copywriter 
|experienced in preparing advs., di- 
rect mail, ete., for industrial ac- 
counts, particularly in the automo- 
tive and machinery fields. Write, 
|stating qualifications, experience, 
j}and salary desired. 

Box 8788, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


ARTIST —Lettering and production. 
Also layout. Man of top caliber 
only. Salary and opportunity com- 
mensurate with ability. For one of 
New England's leading advertising 
agencies handling National Ac- 
counts. Write fully and be prepared 
to show samples. Our staff knows 
of this advertisement. 

Box 8783, ADVERTISING AGE 
330 W. 42nd St., New York 18, SS 
ART DIRECTOR — Ks ompetent to 
| handle production fully. For lead- 
ling New England Agency handling 
|National Accounts. Salary and op- 
portunity commensurate with_abil- 
ity. Man of top caliber only. Write 
fully and be prepared to show 
samples. Our staff knows of this 
advertisement. 

Box 8784, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


agency has 


Placements of all types with leading 


WANTED 


Industrial Advertising Salesman 
To Live in New York or Boston 


Successful, rapidly growing industrial 
magazine is interested in an adver- 
tising salesman who is experienced 
enough to know the fundamentals of 
industrial magazine advertising, yet 
young enough to learn new ideas. 
If you already “know all the an- 
swers”, don’t write. But if you expect 


to work .. . if you expect to “earn” 
good money . . . tell us about your- 
self. We want a man who can still 


learn a lot . . . and earn a lot. Be 
sure to give details of education, bus- 
iness experience, age, personal situa- 
tion, etc. Indicate in what price 
bracket you place yourself. No inter- 
views granted without above informa- 
tion. Write— 


BOX 6657, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Illinois 


HELP WANTED 


ADVERTISING & PU BLISHING | 
Recognized Personnel Service. Op- 
erating nationally since 1914. Con- 
fidential intermediary. Both to Em- 
ployer and Employee. 
SHAY AGENCIES 
30 W. Washington St., Chicago 3 


ARE YOU a 


THIS 
SALES PROMOTION MAN? 

The man we want has proved that 
he can produce the kind of pro- 
motion plans and material that sell 
a premium quality, premium priced 
consumer product through retailers 
against lower priced competition. 
Above all, he must be able to write 
good, meaty merchandising copy. 


He will be 
will be 
because 
stymied 


and 
only 
ability is 


young (around 30) 
considering a change 
he feels that his 
in his present job. 


He will work in a middle size mid- 
western city for a manufacturer 
who has been a large national ad- 
vertiser for. over 25 years; whose 
sales through selective distribution 
have multiplied more than four 
times since 1940; whose advertising 
department is too small for the sell- 
ing job that lies ahead. 


His starting salary will be modest, 
but he will be a key figure in a 
growing department where ability 
will stand out like you know what. 


Don't send any 
have written a sales letter about 
yourself, including the usual infor- 
mation about salary, education, ete. 
And don’t oversell with claims you 
can’t back up. 


Samples until you 


Our department members’ know 


about this advertisement. 
Box 8791, ADVERTISING AGE 
100 E. Ohio ‘St, Chicago jl, Ill. 
POSITION w ANTED| 
“sells”; continuity 
agency proves it. Young 
“looking” for bigger oppor- 
the radio department of 
agency 
Box 8780, ADVERTISING AGE 
100 E. Ohio | St., Chicago 11, Ill. = 


SOL ND w om AN COPY WRITER 
with production background, is 
looking for Chicago agency contact. 
Retail and wholesale copy (includ- 
ing dealer helps, direct mail super- 
vision) plus newspaper & house or- 
gan experience, $300. 

30x $790, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIl. 
ADVERTISING MANAGER 
Wants to contact employer. 


Copy “listens”. 
Current 
writer 
tunity in 
a bigger 


Object: matrimony. Have 
been married to one job, 
(advertising manager for 


mid-west manufacturer) 


for eleven years. Divorced 
recently. Ready to take 
Vows again March Ist., 
preferably in mid-west or 
south. Dowry: A _ reason- 
able sum is expected in 
return for fifteen years’ 


experience’ in 
of advertising. 
writer, hatcher of ideas, 
planner, department head, 
Thorough production knowl- 
edge. Age 42, bigamist— 
(married to wife as well 

as profession). 

Box 8789, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
24 year old university senior major- 
ing in marketing desires afternoon 
employment with Chicago Advertis- 
ing Agency leading toward perma- 

nent position after graduation. 

Box 8787, ADVERTISING AGE 
100 E. Ohio St., C hicago 11, Ill. 
TOP-FLIGHT ADVERTISING MAN 
Young, Coll. ed. Except’l. 
& merchdsg. ability. 4 yrs. adv. 
mgr. & asst. Thoroly familiar all 
phases consumer & trade paper adv. 
Box 8786, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
REPRESENTATIVES WANTED 
National ABC trade paper desires 
Oklahoma-Texas advertising repre- 
sentation. Limited possibilities de- 
mand rep. now handling other papers. 


all phases 
Capable 


30x $740, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
MISCELLANEOUS 
Young Growing Agency, general 
accts, top-notch art. staff offers 
space ane prod’n facilities to free 
= ad man or acct, executive. 
% Box 8777, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Unfurnished office '§ space wanted | 


by Chicago branch well-known tr ade 
}journal publisher Minimum 50 


|feet required Call STAte 2960. 
Do You Need Paper? Slick paper, 
any size available for P ublizhe rs. 
Box 8785, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
ART BUYERS if you haven't seen 
our last three ads here, phone 
WABash 7259 and let us tell you 


about it. DON BRYAN STUDIOS, 


creative 


Harris Leaves WNOC 


Bill Harris has resigned as co 
mercial manager of Stat 
WNOC, Norwich, Conn. 


* 


SALES 
EXECUTIVE 


WITH RADIO AND 
APPLIANCE EXPERIENCE 


DESIRES NEW 
CONNECTION 


Executive with proven ability anc 
twenty years sales, sales promotior 
and advertising experience wishe: 
to contact manufacturer with na 
tional distribution. 


This executive is thoroughly fa- 
miliar with dealer-jobber distribu- 
tion, sales promotion and national 
advertising. He is capable of 
planning and executing national 
sales and advertising campaigns. 


He has wide experience in mer- 
chandise development and product 
design. He is experienced in the 
sale of radio, refrigerators, alumi- 
num ware, mattresses and small 
household appliances. 


Now employed but desires to 
make a change. Complete details 
and reference upon request. 


Box 6656, ADVERTISING AGE 
330 W. 42nd Street 
New York 18, N. Y. 


* * 


Editor 


For a Professional Month! 
Magazine 


of man. Whatever the title the job 
much writing as choice of materi 
and knowledge of how to present 


iness or professional publishing esse 
tial. 


R. O. EASTMAN 


ORGANIZATION 
330 W. 42nd Street 
New York 18, N. Y. 


Y 


One of our clients has what | consider 
a good opportunity for the right kind 


is 


essentially that of “managing editor’. 
It calls for creative ability — not so 


al 
it 


to best advantage. Experience in bus- 


fe 


Age between 30 and 45. No 
politics invelved —no internal prob- 
lems. All communications confidentie!. 


THE EASTMAN RESEARCH 


FREE LANCE 
ADVERTISING SERVICE 


Complete personalized advertising 
agency service with experienced 
advertising men available tc 
small, progressive firms as they 
need it. Work out your ideas wit! 
effective selling COPY & LAYOUT 
for Direct-Mail & Publications 
Handle all printing and art-work 
Reasonable rates. Let’s talk ove 
YOUR advertising problem. 

BOX 6655, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, I! 


Copywriter who wants to "Go plac 
Opportunity to develop incree 
earnings, future security as accc 
executive with one of midwest's n 
progressive “ten man" adverti 
agencies. National accounts, » 


organized operation. Attract 
“home-type" city, pleasant wort 
conditions. Must be natural, verse 
writer, sound thinker, reliable wo 
with proven ability. Sell yourself 
first letter. Enclose picture and rer 
sentative samples. 


BOX 6651, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, 
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Lxports Require 
Imports, Harriman 
‘ells Conference 


CHICAGO — Commerce Secretary 
\’. Averell Harriman said here 
} onday that he sees little chance 
co’ the U. S. ever returning to the 
hgh tariffs or the disastrous de- 
pression of the ’30s. The economic 
“-eadjustment” bound to come, he 
asserted, will not likely be a 
sovere one. 

Secretary Harriman and govern- 
ent and business leaders, here to 
»eak before the annual Chicago 
Yorld Trade Conference, all 
\oiced hope that U. S. foreign 
trade will grow under new re- 
ciprocal trade agreements among 
many nations as well as fear that, 
if such agreements do not work 
out, free competition will be 
gravely threatened. 

Those stressing the need for 
tariff reductions and elimination 
of trade barriers included John 
Abbink, chairman of the National 
Foreign Trade Council and presi- 
dent of Business Publishers Inter- 
national Corporation, New York; 
Clair Wilcox, director, Office of 
International Trade Policy, State 
Department; A. B. Sparboe, presi- 
dent of the overseas division of 


n= 


= 


Pillsbury Mills, Minneapolis; John | 


L. McCaffrey, president, Interna- 
tional Harvester Company, Chi- 
cago, and others. 


Explains Confidence 


The conference was sponsored 
by the Chicago Association of 


Commerce and Industry and the. 


Export Managers Club of Chicago. 
More than 1,000 attended. 

Mr. Harriman said he was en- 
couraged, in his optimism about 
U. S. domestic and foreign com- 


that any American industry has 
suffered seriously from the 16 
years of operation of the trade 
agreement program of the State 
Department. 

Mr. McCaffrey, endorsing pro- 
posed reciprocal trade agreements, 


| pointed out that the U.S. has never 


had a tariff on agricultural equip- 
ment produced by his company, 
and that International Harvester 
would oppose such a tariff. 

Discussing the importance of in- 
creasing imports, he said one im- 
portant factor is a lack of any real 
selling effort here by foreign 
manufacturers or their distribu- 
tors. 


Ups Patton, Wardrop 


merce, by the inereased realization | 


among U. S. citizens of the impor- 
tance of foreign trade to the whole 
economy; by the large pent-up 
consumer and industrial demand 
for goods, and by government 
fiscal policies far more sound than 


those of the years following the | 


first war. 


If the International Trade Or- | 
ganization proposed by the U. S. |} 


takes effect, reducing and elimi- 
nating trade barriers and other 
nations’ “quota systems,” interna- 
tional trade will grow, an expand- 
ing market for U. S. goods will 


develop and there will be oppor- | 


tunity for U. S. investment to de- 
velop productive facilities over- 
seas, Mr. Harriman declared. 


Tariffs ‘Inconsistent’ 


Attacking this country’s tariffs, 
Mr. Sparboe asserted that high 
lariffs are “special advantages,” 
end that “unless we set out im- 
mediately to demonstrate both by 
}recept and example that our 
\aunted private enterprise system 
icceeds from real enterprise in- 
stead of protection and special 
| rivilege, it is doomed.” 

He asserted that generally “the 

ily absolutely safe way to trade 
\ ith anyone is to exchange goods 
‘ad services for specific goods or 
Services.” Elimination of trade 
tarriers and expanding world 
t ade afford the only means—aside 
!om conquest by war—for dis- 

bution of raw materials and 

tural resources, he said. 


IH Seeks No Tariffs 


The fundamental issue in world 
ade, Mr. Abbink suggested, is 
iot whether present tariff struc- 
res shall be adjusted by rela- 
vely narrow margins upward or 
wnward; it is whether tariffs 
e to play any part at all in regu- 
ting the flow and volume of ex- 
rts and imports in the future.” 

It has yet to be proved, he said, 


Edward L. Patton, manager of 
glass advertising and sales promo- 


tion of Pittsburgh Plate Glass 


Company, has been named con. | Post-Dispatch’ 
sultant on glass advertising. Robert Video Station 


Wardrop, assistant manager of 
Starts Service 


glass advertising and sales promo- 
tion, succeeds Mr. Patton as man- 
ager. 
Str. Lours—Station KSD-TV has 
begun telecasting here with a reg- 


Weber Appoints Seidel 


Weber Foundations 


New York, has named Seidel Ad-| week. The station, first in the 


vertising Agency, New York, to! U.S. to be operated by a newspa- | 


direct its advertising. Fifty major! per, is owned by the St. 
newspapers and a group of na-| Post-Dispatch. 
tional magazines will be used, sup-| Jnitial reception was on sets in- 


plemented by a trade campaign. ' stalled in downtown department 


. stores and other buildings. More 
Appoints Baunach |than 400 video receivers are avail- 
Roy J. Baunach, assistant sales | able to viewers here. 

manager of Everhot products, has | Programs include dramatic 
been appointed sales manager of | , : 

_|shows, films, an audience quiz 
ledo. succeeding the late Jason B,|Show, home 'cooking demonstra- 
Swartzbaugh. tions and other features. Both sus- 


Louis 


Company /ular schedule of 51 programs aj} 
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| taining and commercial shows are 


| broadcast. Thirteen advertisers 
bought program time during “Edi- 
|son Week,” the station’s inaugural 
| broadcasting week. 
KSD-TV is called the first newly 
equipped postwar television sta- 
tion in the U. S. 


| Scherer Promoted 


J. S. Scherer has been ap- 
pointed advertising manager of 
|Lingerie Merchandising, New 
York, assuming duties formerly 
handled by Carl Eiser, president 
and publisher. Mr. Scherer joined 
| the company six years ago as a 
/sales representative for Hosiery & 
/'Underwear Review and was the 
| first member of the sales staff of 
Lingerie Merchandising when that 
magazine was first published in 
1945. 


America’s largest and most successful advertisers use the unique com- 


bination of Donnelley services. 


— Some want to reach the greatest possible number of families and 
through Donnelley’s one complete, non-duplicating list, save the 
expensive job of editing groups of smaller lists. 


—Others build up their dealer organization 


with campaigns under 


their dealer imprints to Donnelley’s Neighborhood Prospect Lists. 


—Still others use Donnelley’s preferred family mailings which con- 


centrate on that small segment of the population with the greatest 


buying ability. 


Donnelley records go into every city, town 


and rural route. They 


allow great flexibility in concentrating on specific areas. They permit 


thorough testing at nominal cost. 


Whether your purpose is mail-order selling, 


sampling, dealer help, 


fund-raising or building circulation, Donnelley experience - proved 
services can be adapted successfully to your needs. 


THE REUBEN H. DONNELLEY ¢ 


350 EAST 22nd STREET 
CHICAGO 16, ILLINOIS 


305 EAST 45th STREET 
NEW YORK 17, N. Y. 


UNRPORATION 


727 VENICE BOULEVARD 
LOS ANGELES 15, CALIF. 
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Irwin Heads Ford 
Public Relations 


DEARBORN, Micu.—James W. Ir- 
win, senior partner in the public 
relations firm of James W. Irwin 
& Associates, New York and Chi- 
cago, will join Ford Motor Com- 
pany March 1 as assistant to Henry 
Ford II, and director of public re- 
lations. 

Mr. Irwin will continue as chair- 
man of the board of his public re- 
lations firm, which will adopt an- 
other name, serving six clients. 

For some years Mr. Irwin was 
a public relations executive with 
General Motors. Later he served 
as an executive with Monsanto 


Chemical Company, St. Louis, and | 


ST.«-«83 a3 SE Fs 


MtesOunIS'S MARHET 
pd 


ST. JOSEPH NEWS-PRESS 
St. Joseph Ouzette 


tion, New York. 

Earl Newsom & Associates. New 
York, continues as public relations 
counsel to Ford. 


Rothman Goes on Own 


Larry Rothman, formerly with 


National Dairy Products Corpora- | 


Public Relations Research Service, | 


Pittsburgh, as account executive 
and advertising coordinator, has 
opened his own public relations 
and advertising offices in the May 
building, Pittsburgh. 


| Appoints Hatcher 


Carlos M. Hatcher, previously 
advertising manager of the News, 
Pontiac, Mich., has been appointed 
advertising and sales promotion 
manager of Universal Cooler di- 
vision of International Detrola 
Corporation, Marion, O. 


WCTS Appoints Tatt 


David Taft, in the sales depart- 
ment of Station WKRC, Cin- 
cinnati, has been appointed sta- 
tion manager of WCTS, Cincin- 
nati’s new FM station which starts 


broadcasting March 1. 


| 


‘HERITAGE’ SPEAKERS—Lamar Caudle (center), assistant attorney-general, 
spoke off the record on causes of the increased disrespect for law and order at 


a meeting of the Advertising Council 


in New York, in connection with the 


council's new campaign on “Our American Heritage.’ James W. Young, chair- 
man of the council, is at the left, and Thomas D'A. Brophy, president of Kenyon 
& Eckhardt, at the right. 


Kirby Joins WEEI 


Gerard L. Kirby, formerly in 


staff of Station WEEI, Boston. 


To Owen & Chappell 
Archer Mills, Columbus, Ga., 


charge of production of John C.|manufacturer of Archer hosiery 
Dowd Agency, has joined the sales|and foundations, has appointed 


Owen & Chappell, New York. 


IN EVERY 


THIS 3 PART 


Current Paid 


Circulation 
25,973 


ISSUE OF HARDWARE RETAILER 
PLANNED PROGRAM 


OF MERCHANDISING 


is Reviewed, 
Coordinated 
and Supplemented ! 


The 1947 Promotion Calendar schedules weekly merchandise pro- 
motions for the full year — when to advertise — when to install 
displays. 


A complete Mat Service furnishes the tool to carry out the weekly 
newspaper advertising recommendations. 


The follow-thru is a |6-paqge Merchandising Section in each issue 
of HARDWARE RETAILER, which includes from 8 to 10 window 
displays of the merchandise recommended for promotion by the 
"Calendar", and featured in the Mat Service. 


More than 7,000 top-flight hardware stores have already pur- 
chased the Calendar at $2.00 per copy ... and many other of 
the 21,589 retail subscribers are following the window trims and 
plans in HARDWARE RETAILER. 


Jobbers are enthusiastic. To date 200 of the 500 hardware job- 
bers in the U. S. have placed catalog pages describing the service 
in all salesmen's catalogs . . . with instructions to talk this up to 
their dealers as a sure means of increasing sales. 


This program of Modern Merchandising for hardware stores was 
wholly developed by the staffs of the National Retail Hardware 
Association and of HARDWARE RETAILER, and is available only 
to HARDWARE RETAILER subscribers. 


Thus, HARDWARE RETAILER becomes a major working tool for 


the thousands of retailers who are “Following-the-Calendar" . 
to better business. 


333 N. Penn St., 
Indianapolis, 


Rd silicate 
i e a 
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Ad Council Aids 
Teacher Prestige 
and IB’ Drives 


New YorK—With the addit oy 
of “fight tuberculosis” and ‘“‘teach- 
ers’ prestige,” and work gett ng 
under way on “our American he;j- 
tage,’ the Advertising Council 
lists 16 public service campai:ns 
on its current docket. 

Coordinators and volunteer 
agencies are still to be appointed 
on the tuberculosis and teachers’ 
campaigns. The former will pro- 
mote periodic chest rays as a 
first step in the prevention and 
cure of “TB.” The latter will 
“promote an appreciation of the 
importance and value of the 
teaching profession, and an aware- 
ness of the present crisis in edu- 
cation.” Both will be developed 
with governmental agencies and 
private groups. 

The heritage campaign, to be 
developed with the Department of 
Justice, among others, would 
“arouse an appreciation of our 
heritage of freedom and under- 
standing of our American liberties, 
and... the obligations of good 
citizenship.” 


Aids Red Cross 


A major current campaign is 
the $60,000,000 fund-raising drive 
for the 1947 budget of the Ameri- 
can Red Cross. Others are on 
Army prestige, atomic energy, fat 
salvage, forest fire prevention, 
G.I. insurance, housing, nurse re- 
cruitment, soil conservation, stop 
accidents, “United America,” U. S. 
savings bonds and world trade. 

Robert P. Patterson, Secretary 
of War, recently wrote to thank 
the Advertising Council for its 
part in the “Army prestige” cam- 
paign. He expressed hope that the 
council will continue “its splendid 
service to the Army and the na- 
tion.” 

The most recent poll indicates 
that 80% of American parents 
would now be willing to have a 
son serve in the regular Army. 
This campaign was prepared for 
the council by N. W. Ayer & Son 
as volunteer agency. 


Campbell-Ewald Ups 
Little; Names 3 V.P.s 


Henry G. Little, executive vice- 
president and general manager of 
Campbell-Ewald Company, De- 
troit, has been elected to the board 
of directors. William E. Schwei- 
kart and W. Paul Stewart, ac- 
count executives in the Detroit 
office, and Richard C. Francis, ac- 
count executive of the Los An- 
geles office, have been named 
vice-presidents. Mr. Francis has 
also been appointed manager ol 
the Los Angeles office in char; 
of West Coast operations. 


o 


Names Picard Agency 


General Ozone Corporation, Ne w 
York, manufacturer of electric 
ionizers for home and industr 
use, has appointed Picard Adver- 
tising Company, New York, i 
consumer and business paper a - 
vertising. Charles R. Schumach: © 
formerly with House Beautis 
has joined the agency as acco 
executive. 


CARE to Gravenson 


CARE (Cooperative for Ame ‘- 


lean Remittances to Europe, I 


New York) has placed its adve - 
tising with Gravenson Compa! 
New York. 


Wait Appoints Tait 


Harry C. Tait, formerly w 
Northam Warren Ltd., Montre 
has been appointed sales ma’:- 
ager of the J. T. Wait Compa! 
Montreal, manufacturer and ir- 
porter of cosmetic products. 
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Reynolds Reduces 
Pen Price to 98c, 
Gimbel’s fo 94c- 


Cuicaco—Feb. 12, 13 and 14 will 
certainly go down as important 
days in the history of the Reynolds 
Pen Company. 

As to Feb. 12 and 13, Franklin 
Lamb, president, told AA: 
“Wednesday night and Thursday 
morning I sold a million and a 
half’ Rocket and Rockette pens. 

The morning of Feb. 12 Macy’s 
in New York ran a large space ad 
offering, “for the first time any- 
where,” Rocket and Rockette pens 
at 98 cents each and three for 
2.79. Macy’s sold 60,000 during 
the day, an all-time record. 

The following day Gimbel’s re- 
newed its price war with Macy’s, 
running an ad announcing sale of 
Reynolds pens at 94 cents and 
three for $2.59. At the same time, 
in Chicago, Mr. Lamb was an- 
nouncing that the Rocket and 
Rockettes are now being fair 
traded at 98 cents. 

It was indicated at Reynolds 
that “we will have to straighten 
out” the matter of Gimbel’s offer 
below the 98-cent price. 


Suggests a ‘Better’ Pen 


Gimbel’s, which in November, 
1945, had vigorously launched the 
original Reynolds $12.50 ball pen, 
took a healthy swipe at the Rocket 
and Rockette pens in its ad Feb. 14. 
It offered the Reynolds pens at the 
new low price, then said: “Or, if 
you prefer, we recommend the B2 
3ollero, which we consider a far 
superior pen in the lower priced 
ball point pen field.” 

Asked about Reynolds’ ad plans, 


‘Mr. Lamb told AA he plans only 


some “on the spot” advertising. 
“We’re not going to advertise,” he 
added, “while the boys and girls 
are willing to advertise for us.” 

Mr. Lamb told AA that “if in- 
experienced manufacturers of ball 
pens want a fight, we’re ready. We 
can turn out as many as any other 
seven companies. And good.” 

He said that Reynolds, alone in 
the low price field, makes its own 
ink and has by far the greatest 
production and engineering facili- 
ties. The company’s potential out- 
put, in the converted indoor tennis | 
court it occupies, is close to 100,000 
pens daily. 

Gimbel’s and Macy’s ads offered 
the Rockette, a medium - length 


Anyone, anywhere can set 
type this new, practical way. | 
Fas', economical —just the | 
thing for heads or complete | 
ods Cardboard letters are 
ovtomatically aligned when 
Se! into Fototype composing 
stich, No metal type, no 
messy ink, no impressions 


vil. Over 75 popular 


paced in a compact, refill- 


| 
'Yp-s to select from, each d 
ob! leatherette case. | 


“Sg 
“*"Wew 24 -Page 
Catalog 


a pe a hi 
'S ROSCOE ST., CHICAGO 15, ILLINOIS 
ilisechainieineemmantioans 


pen, as well as the 74-inch Rocket | Stores, has been elected president 
and the 4%4-inch “Stubby” Rocket. of the Southern California Display 
The two latter pens were formerly | Club, succeeding Glenn Baugh, 


sold only with the Rockette in a 
$9.99 “Threesome” package. Mr. 
Lamb described the two stores’ 
offers as “clearances.” 

Reynolds has just begun produc- 
ing two new models—a “Junior” 
ball pen at $'.69 and a “Senior” 
at $2.69. 
| Gamble-Skogmo, Inc., Minne- 
brows on Feb. 17 announced an 
|initial purchase of 200,000 Rock- 
ettes to be retailed at 99 cents 
through its 2,100 stores. 

Although the Macy sale of 60,000 
pens on one day is believed the 
all-time record for pen sales by 
one store in a day, the dollar vol- 
ume involved was only a tenth of 
the approximate $600,000 received 
in one day by Gimbel’s, when it 
sold 50,000 Reynolds $12.50 pens 
when they were first introduced 
in 1945. 


Display Club Elects 


| Suren B. Homes, display direc- 
[tor of the Famous Department 


who becomes chairman of the 
|board. Ralph Dickey has _ been 
/named vice-president and Frank 
R. Ackerman, secretary-treasurer. 


| Telechron Ups Two 


David Blair has been promoted 
|to general sales manager in charge 
of all sales and advertising activi- 
ties of Telechron, Inc., Ashland, 


merly central district manager in 
Cleveland, has been named man- 
ager of standard clock sales. 


Purdy to Martin Agency 


A. R. Purdy Company, Lynd- 
hurst, N. J., steel warehouser, has 
named George Homer Martin As- 
sociates, Newark, to direct its ad- 
vertising. Trade publications and 
direct mail will be used. 


Moves to Cincinnati 


Cleveland Automatic Machine 
Company, Cleveland, has moved 
|to new quarters at 4932 Beech St., 
|Cincinnati. The company’s name 


| remains the same. 


Mass. Russell T. Woodward, for- | 


57 
‘Free Beer Hours’ Acquires Paper Company 


| The acquisition of American 


a Huge Success— cating Mitis, Inc. producer of 
7 iclay coated folding cartons and 
15,000 Empties 


carton board, by Owens-Illinois 
Glass Company, Toledo, has been 

Mapison, Wis. — An impressive | rit sith ~ the boards = pe 0 
| 7 . . ors of both companies. e plan 
sie. * par sakavaue guid |will be submitted to shareholders 

, |of American Coating Mills on 
Fauerbach Brewing Company de-| Feb. 24. If approved, ACM plants 
cided to introduce a new type of |in Elkhart, Ind., and Chicago will 
|beer with “Free Beer Hours”— be operated as an independent 
conducted at the brewery every | division. 
lafternoon from 4:30 to 5:30 for 
one week. 

The public was invited to try 
the new brew without charge, and 
officials estimate that more than | 
15,000 bottles of beer were con- 
sumed. ~Newspaper ads introduc- 
ing the new product admitted that 
|it had been necessary to compro- 
| mise with quality during the war 
|years because of material short- 
ages, but said these shortages no 
‘longer exist. The new beer, 
boasted Fauerbach, is a “triumph 
of the brewmaster’s art.” 

Arthur Towell, Inc., is the 
| agency handling the account. 


Now you can gct the 50,000 watt coverage” you have needed 


for so long in the heart of the rich Oklahoma market 


Now you 


can enjoy the added sales punch of Oklahoma City’s most powerful 


radio station plvs CBS programming plus local ‘know how” in 


production. 


planning those radio schedules in’ the Great Southwest. 


choice availabilities are still 


It's an unbeatable combination you can't overlook in 


A few 


open | Write or wire today! 


Kenyon Brown, General Manager 
i Free and Peters, Inc. 


——J : 
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‘Sponsors Video Show Pri 1 
Fhitsheiohin Electric Company Prices, Costs Win 


+s \ is sponsoring “Television Matinee” | 1 
SIMPSON-REILLY, oroe over Station WPTZ from 2-3 p.m., | Added Space in 
_ Publishers Representative Monday, Wednesday and Friday, | ; 

R P with each program -consisting %: Marketing Book 


SINCE 1928 three 20-minute segments. This | 


ss 
SAN FRANCISCO 
RUSS BLDG. 


is said to be the first sponsored| . - : 
daytime program to be presented |cies and marketing costs win spe- 
regularly three times a week over | Cial attention in the revised fourth 


LOS ANGELES 
GARFIELD BLDG, — 
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EMPLOYEES STOCKHOLDERS 


any television station in the 
United States. 
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the St.Paul Dispatch 
and Pioneer Press are 
the Only Daily Papers 
Read + 9OX% of the 


531,000 people in 
the St.Paul A.B.C. 
city zone.” 


City Zone read any other daily newspaper. 


RIDDER-JOHNS, INC.—Nationa!l Representatives 
NEW YORK CHICAGO DETROIT ST. PAUL 


| 342 Madison Ave. Wrigley Bldg. Penobscct Bidg. Dispatch Bidg. 


$88,924,667 | $66,985,196 | $15,455,305 | $3,644,382 | $2,839,784 | 
PHU => . Z a.46 j 
Sas! eo) EY 
Wak . a | - ae 
NEw YorK — Prices, price poli- $64,623,010 | $47,890,218 | $11,846,044 | $3,381,001 | $1,505,747 
’ —— x A) AF ff A Fas a4 6 
| \ 1945 | PF | ele | ae | oe] 
edition of “Principles of Market- ~ ar — 
ing,” by Harold H. Maynard, pro- $58,406,791 = m9 ~ 508, 392, 


tik | Wa | o> | 


$53,204,608 $41,261,360 $9,371,233 $1,416,182 $1,155,833 
awe | Sie | Boas ty | ahi 
wee =) | wae | WY" | Pah 


$1,348,648 
RkD 
ne 


fessor and chairman, Department 1944 oe 
of Business Organization, and/| “5 
Theodore N. Beckman, professor 
of business organization, Ohio 
State University. 

In the preface to the 736-page | 
\volume (Ronald Press Company, 1042 
New York, $5), the authors point | 
out that their store of factual in- 
formation has been substantially 
augmented as a result of the sec- 
ond decennial Census of Business | 
and the widening scope of research 
activity in the field of distribution. 


Their book, first published in 1927, | Air France to Mathes tion. Conlon Corporation pur- 


- ae eS chased controlling stock interest 
previously was revised in 1932and| jy jw Mathes, Inc., New York, in Moore in December, 1945. 


1939. age  Saginnn and re vont | has been appointed to handle the aeons 
ing costs take up considerable | advertising of Air France, French . . 
space in the latest revision. | national airline. The account was Appoints Tidy A.M. 

New chapters include such sub-| previously handled by N. W. Ayer A. R. Tidy, previously with 
jects as the consumer in the mar- & Son. as E. prcrrePagene we Toronto, 
keting system, the wholesaling | So as been named advertising man- 
structure, marketing efficiency To Vote on Merger y one gr pce Three Agr edi 

: ; ‘ a” 9 ecident Association in Canada, 
|prices and price determination,; Stockholders of the Conlon Cor- Toronto. 
and the smaller independent retail | ro gion eee, oo nino oe 
store. In the majority of remain- | 0! household washers and ironers, 
ing chapters, entire sections have | 224 the Moore Corporation, Joliet, Issues FM Booklet 
[been added or completely re- Ill., manufacturer of gas ranges General t#lectric Company, 
| ge tedtues bx eal 'and heaters, will vote Feb. 26 on | Syracuse, has prepared for broad- 
| worked. new feature 1s the ad-|,4 proposal to merge the com- casters an eight-page booklet de- 
dition of questions and problems panies, with the combination to scribing the advantages to listen- 
at the end of each chapter. be named Conlon-Moore Corpora- ers of FM radio. 


3 
DOLLARS 


EFFECTIVE—Jewel Tea Co. presents basic data for a five-year period with this 
simple but effective chart in its annual report. 


$41,128,967 $8,773,444 
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Qeithern Corporation 


400 North Rush Street * CHICAGO 11 « ILL. 


MIAMI STAGES TOP WINTER 


ATA ssrow 


- 
a? asi 7 

125,000 spectators thrilled to Miami's 15th Annual ‘\ 
All-American Air Show—the biggest winter air ma- i 
neuvers in the country. They filled all available seat- 1 
ing space, overflowed into the surrounding area, and ! 
jammed the roads for miles around the huge master ‘ 
airport. ’ 

e~ v7 

“ ‘Yes, the customers are in Miami. Our alert year- 
around residents plus our winter visitors constitute a 


rich market of international scope. 7 


¢ 
You can reach this buying audience through The Miami 
Herald, the first newspaper of Florida. The Herald 
dominates the Florida market in every classification. 


4 
7 


Fhe Miami Herald 


JOHN S. KNIGHT, PUBLISHER 


\ Telephone Whitehall 2300 e. 


NATIONAL REPRESENTATIVES: STORY, BROOKS & FINLEY, INC. 


“Greater Miami — The International Market of the Americas” 


Advertis 


froze 
Feat 
Sout 


Hor 
Ser\ 


in J 


SOUTH 
abetted | 
tion, Ha 
a new FE 
opened it 
la speci 
frozen n 
Whiting 

Simila: 
througho 
Whiting 
operate 
tailers, a 
erts, sale 
pani, ’s re 

“These 
ases, al: 
but this 
present 
Roberts 
ime and 
ource of 
est possi 
iome fre 
1ousewif 
ety of nr 
but she 
food =bill 
through 
tional-siz 
25% sal 
home fre 


A typi 
erved a 
tore op 
nion sol 
loderne 
oes, Clo 
jiealan 
n-Flavo! 
our. Al 
osts as 
toberts 
An 82 
tion ad i 
lus a 1. 
tore itse 
eople t 
nd more 
ip in le 
mphasiz 
ourse ¢ 
from p 
inutes. 
Distrib 
reezers 
lidwest, 
ized a 
rmits. 


Anoth 
REF 


BIN’ 


We ha 

oral 
of subse 
year at 
and six 
have use 
admit th 
close to 


What Are 
Your Nee 


~é 
— 


ME REPL 
* your 


&§ a 
; 
" | : 
; | Ee 2? a 
| 92 ) fF 32238733. | 
3 « ; ary © SAX | a 
. eh _e | 
, : ’ ’ 
wat 1ON OF = | 
% 2 oe, > 
; . as ; ; Big 
: “Fn 
: ' em ie > Se 
4 ie : a a i : 
KS 5 i = . 
. eISSN s LZ 
JNO’? SET 
i — _ ( 
: ) \ nN} i —_ IE 
2 
| 
LES PT Se aS aT EE a TE 
5 # : : : oe ee i. nS ane Se eee ee 
Ae is ; te . t e . aa ‘ 
, } ORES ' ? “ J i . : ‘ 
| eR az ; d é ee ae oe il ed | Af i | 
: =" va ’ "oe A ps ee Bis eas 2 re m Pes ies ag 
: Migs 2 8 ae ee ee ee eet ee eS 
| ie ye ao Zee A ist 4 aaiaal PON | at dani a 
3 a ae a mo | gg «6 See ae 1%, or eae trae ers, Te bet has) | Se gd aaee’ iki 
4 Saree ee “Aa xs 2 wy eathes or os oe 4) “ae A ae Se ence ae “2. hae 
; *Less than 10% of the people in the St. Paul aR ae Gi (ee gine cue pre. yay ¢ “a a 6 (eae a Wie - , ad op) 
"i ——— Lk hel RE lil, SRE et FP Ms ees ie er AT See 
S 4 “ ‘ : ‘ ‘ aaa an 
: | . 
2 oo 
/3/ 2X" 
| I a 
be ; /s / - \A : 
: / / en \ a 
<y / © ‘e \G 
| SInY LS | 
. / Gees & \' a 
a / PRINTING 
Pe 
dg 
a 
ee ee 
ee : 
| py 
| 
‘ 
j é Oi lpi, NT. q ey o M - bee ee FS reales cn Pete . az + . 3 ‘ ‘ i ee " Z ji ; a Nall "ee me : : ‘ . _ : a ; oe st 


4, 1917 B Advertising Age, February 24, 1947 


|pany expects monthly production 


Frozen Meal Unit ‘to hit 2,000 units. National dis- | 
| 


tomer a bulletin each week listing Goodyear Raises Two 

menus for each meal, with lists of | Russell DeYoung, formerly vice- 
current foods and prices. A phone | president and general manager of 
call from the store asks for the| Goodyear Aircraft Corporation, 
weekly order, and “the next day,| has been named vice-president in 
always the same hour, Joske’s re-| charge of production of Goodyear 
frigerated truck will deliver your | Tire & Rubber Company, Akron, 


order directly to your frozen food|8nd a board member. Mr. De- 
storage kins y | Young succeeds Cliff Slusser, who 


’ ; |'will continue as_ vice-president 
The store is offering Frostmas-| ang general manager of subsidi- 


ters for sale at $149.50 or will rent | aries operating Goodyear textile 
‘a unit to the customer for $3 a/plants and coal mines. Fred W.. 
|month. Joske’s also maintains its|Climer, formerly assistant to the) 
'own frozen food shop. |president, has been named to aj} 

ee a |newly-created post, vice-president | 
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joining the agency eight years 
ago, and was formerly with Dona- 
hue & Coe. He will continue to 
service several accounts and also 
to supervise production. 


WHBF Promotes Arnold 


T. F. Arnold has been pro- 
moted from program director to 
local sales manager of Station 


|WHBF, Rock Island, Ill. Forest 


Cooke, assistant program director, 
has been named to succeed Mr. 
Arnold. 


CE? 


— =. 


tribution is anticipated in 1948. 
d a N | Whiting’s 1947 budget for home 
| 
Feature in ew |Cramer-Krasselt Company, Mil- 
| waukee, will be $100,000, with the 
South Bend Store bulk going to business papers and 
| will get insertions as soon as the 
|distribution pattern justifies such 
- action, Mr. Roberts explained. 
Service Promoted 
. ' 
in Joske's Ad k —— 
HOME DELIVERY ot F Ross Opens Service 
; San ANTONIO—A home deliver in charge of industrial relations. | 
SouTH BEND, Inp.—Aided and | , i “ail : Y | Hurff, Packer, Moves ~ a | John W. Ross, formerly with 
|service for “Joske’s Fine Frozen | | Station KSAN, San Francisco, has 
Sacer ua res Edgar F. Hurff Company, Adwomen Form Club , ) ae 
tion, ’ -+- Manutacturer, : | Swedesboro, N. J., packer of food , sof + 
, new Froz-in-Flavor food store bregeernw eget st agctic ns gateed | products, has switched its account PA ge go hig orp ice at 870 cut St., San ee 
opened its doors here Feb. 13 with |'" (U"~Pase newspaper space. ‘from John Falkner Arndt & Co., heen organized, with Mrs. Ann licity ca uebiae welenicns aia 
frozen meal units and the new i, ie reson aye ~ mroetgh ae Inc., New York. M. Plant Company, Windsor, as | 
Whiting home freezers. Ms PRanS y the “a oods | a Sees president. " Ss ‘ 
Similar stores will be opened Foundation,” nationwide non-| Transfers Wadelton Complete line of artists’ materials 
~ + 
a a . ; \ters in Syracuse, N. Y. Both the} i : Artists’ Rubber Cement 
interest Whiting Corporation planning to | soods aa Sat eistine pion 0:5 ben vertising sales staff of Cosmopoli-| National Export Advertising 
45,  feooperate fully with individual re- | edeael Sie tink Senin the | 2a”: has been transferred from|Service, New York, has elected 
wilers, according to Howard Rob- | “™©CK® y the foundation, the| New York to the Chicago office.| Joseph W. Madden secretary of § § RUBBER CEMENT CO. 
ban, 's refrigeration division. Joske’s plans to mail the cus-| western Pennsylvania. been supervising production since | 
4 with «These stores will, in . most 
+ og ases, also sell the home freezer, 
Canada, present Whiting dealers,’ Mr. 
Roberts said. “It has been proved 
ime and time again that a ready 
‘pany est possible inducement in selling | 
- broad.meome freezers. Not only will the 
klet de-gpousewife be able to have a vari- 
uut she will be able to slash her 
food bills by as much as 25% 
through the purchase of institu- 
25% savings will pay for the 
home freezer in two years.” 
Low Cost Stressed 
erved at a luncheon marking the | 
tore opening. Including French 
mion soup, chicken a la king, Villa 
oes, Cloverleaf rolls and cherry 
jie a la mode, it retails at the Froz- 
n-Flavor store for $2.98 and serves 
osts as little as 89 cents, Mr. 
toberts said. 
An 820-line Whiting Corpora- 
plus a 1,200-line insertion by the 
tore itself, drew more than 3,000 
eople to the new establishment 
i) in less than 10 hours. Copy 
mphasized that a complete full- 
lurse dinner can be _ prepared 
inutes. 
Distribution of the new home 
reezers is being confined to the 


| freezer advertising, placed through 
| newspapers. National magazines 
Home Delivery 
} 
JOSKE’S FEATURES 
abetted by the Whiting Corpora- vs 
’ | Foods” was announced by the San | ‘opened his own advertising serv- 
2 special promotion featuring | The new service, said Joske’s, | Philadelphia, to Roy S. Durstine, | Hames, account executive of Elton 
os throughout the country, with profit organization with headquar- | Willard T. Wadelton, on the ad- Madden Promoted 
Moulding Rubber 
ets, sales manager of the com- store explained. He will cover northern Ohio and|the company. Mr. Madden has | 414%, Michigan Ave., Cen. 3373, Chicage 1 
ealth «peut this will actually benefit our 
ource of frozen foods is the great- | 
» listen-Jkty of meal units in her home, 
tional-size packs of foods. That 
A typical frozen meal unit was 
loderne salad, French fried pota- 
our. An entire dinner for two | 
tion ad in the South Bend Times, 
nd more than 500 sales were rung 
from package to plate” in 20 
lidwest, with dealers being fran- 


We ized as rapidly as production 
ermits. Within 90 days, the com- 
' Another ETTER 
wee rePly-Ol 
‘ Success! 
i Mama O'Toole and Madame Richwitch Rub Elbows at the Theatre these Vays 
ps BINGHAMTON SUN ama oole an adam witcn KY 5 r $ y 
: e . °e ‘ 
any .«ebut Outdoor is the Only Advertising that Reaches Them Both! 
We had really spectacular results 
a. Bas: wallgpad — per ey Today you can’t hope to ring up maximum consumer sales without outdoor adver- 
Bey time instead aan three tising! Because no other medium reaches all of today’s buying-powerful wage 
and six months periods. . . . We earners— your best prospects for practically everything, from diamonds to dog food. 
have used other letters but have to i . ; . : , 
admit that the returns did not come Today’s Wealth is Like Milk—It’s Homogenized 
close to Reply-O." It’s a statistical fact—in 1940 a mere 25% of the families controlled almost our 
entire national income. All of the “cream” was on top. But it’s different today. 
Our present record 175-billion-dollar income (more than twice 1940’s!) is homog- 
he _| | enized—spread throughout over 90% of the population! 
YOURS fy TOWNU SA Yes, times have changed. So look out—don’t aim your advertising over the heads 
| of the O’Tooles, the Russos and the Szdlowskies! Use OUTDOOR, the one and 
| only medium you can be sure will reach all your prospects, giving you maximum 
coverage at minimum cost! 
ME REPLY IS 4 
YOUR LETTER —— ——— or | 
Write to THE ~ General Outdoor Advertising Co. ) - 
WM PEPLY-0 PRODUCTS CO. a ee la 
ial est 22nd Street, New York 11 [MC M——MEES MAJOR MEDIUM 1 N & 5 MAJOR MARK ETS 
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FAST FINISH :; 


... for your printing jobs after a flying start. 
Looking for speedy color work? Bob's service 
breaks the tape. Broadsides and catalogs “go 
places” when deliveries aren't late. Smooth 
sledding with Bobby will beat that deadline 
date. You insist on finest craftsmanship? His 
specialty—the best! Just send along your 
orders. Let Bobby do the rest. 


FOR CLARITY, COLOR AND CONSISTENT QUALITY 


HAYNES LITHOGRAPH COMPANY, INC. 


1140 East-West Highway Silver Spring, Maryland 


| have seriously affected department 
|store sales. The latest report of the 


| volume. 


i, 
vb 


Federal Reserve Figures on Department Store Sales 


WASHINGTON — Consumer resist- | 
ance to prices, and bad weather, 


Federal Reserve Board shows that 
department stores’ dollar volume 
the week ending Feb. 8 was only 
2% greater than in the same week 
a year ago. 

With higher prices this means 
unit sales are below the year-ago 
Throughout 1946 the 
weekly year-to-year gain aver- 
aged about 27%. In the last two 
weeks of January the sales gain 
skidded to 17% and 10%. 

The only significant gains re- 
ported for the first week this month 
were those in Denver (up 30%), 
Portland (24%), Syracuse (19%) 
and Seattle (15%). Nearly half 
the principal cities in the U. S. 
report losses or no gain from the 
year-ago dollar volume. Greatest 
loss was reported in Wichita, 
where sales were 18% under the 
volume a year ago. 


The West Coast (12th district) 
showed a 12% gain and the Bos-| 
ton (first) district 9%. Three 
districts reported losses, greatest 
being a 3% drop in the Cleveland | 
(fourth) district. 

% Gain Over Same 


Week Last Year 
Week Ending 


Federal Reserve Jan. Feb. Feb. 
district and city 25 1 Ss 
| UNITED STATES.. 17 10 2 
Boston District .. 19 17 9 


NEW YORK OFF., 424 Madison Ave., Plaza 8-2740 ¢ ATLANTA OFF., 501 Hass-Howell Bidg., Cypress 4273 


BALTIMORE OFF., 1605 Court Square Bldg. Plaza 6074 


New folder discusses Construction, Materials and Treatment, 


with examples of each. Handy to have when you are planning 


a catalog job. Write for a copy on your own letterhead. 


-BEAVERITE PRODUCTS, IN 


35 DE WITT STREET, BEAVER FALLS, NEW YORK 


New Haven 
Boston 22 


ceoeccceres 424 


Springfield 


Providence ..... 15 
New York District. 17 
MIGWEPE 026. cs002 12 
Pt | 12 
WOW TOPE vines. 18 
Rochester ...... 11 
ge ee 24 
Philadelphia Dist... 22 
Philadelphia ... 12 


Cleveland District. 17 


I ae + sk ae o 3 
Cinotamati ....s. 16 
Cleveiand ....... Wi 
COIMMDUB 2.60% 17 
SE ae aacteec 16 
Pittsburgh ..... 27 


Richmond District. 8& 
Washington 1 
Baltimore 7 

Atlanta District... 7 
Birmingham .... 11 
Miami 3 


po eer 2 
New Orleans ... 11 
Nashville ....... 7 
Chicago District... 17 
CE tiasocsae &O 
Indianapolis .... 23 
BOUT GS Picsécass 19 
Milwaukee ..... 17 
St. Louis District. 25 
Little Rock ..... 23 
Louisville ...... 20 
ee eee 27 
po ee 15 
Minneapolis Dist.. 
Minneapolis 
4 re 


Duluth-Superior. 


Kansas City Dist.. 16 
er rere 37 
, oe 0 
manses City .... 8 
St. Joseph ..... —2 
Oklahoma City... 5 
2 a ee ae 13 
Dallas District .... 21 
Dallas 20 


r—2 
10 
—5 
aN 
—14 


—1 
12 


| 


Rr eOrF &€ €or SOK 


(Not available) 
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Fort Worth ..... r25 r7 
TAOGBEGR ip 5 ciinss 31 23 
San Antonio .... 12 14 

San Francisco Dist.. 15 ri5 l 
Los Angeles Area 16 18 ] 
CORRES 5 ode cscs bg ¢ 
San Francisco .. 10 Ss 
POPtIRNG. is. s cs 15 11 
Salt Lake City.. 31 15 
a ee ae 12 0 
rRevised. 


*Data not available. 


500 Newspapers Will 
Add Color in 1947 


By the end of 1947, some 500 
newspapers in all parts of the 
country will be able to print in 
color, Samuel Shane, writing ip 
the Wall Street Journal, has re. 
ported. More than 1,000 news. 
paper press units are on order, 
the Journal said, and 90% of these 
specify color printing equipment. 

Latest statistics show that 383 
newspapers now have equipment 
capable of printing one color he- 
sides. black, 156 of these can 
handle two colors, and 86 can 
handle three additional colors. The 
1,000 press units on order account 
for $30 million in the $200 million 
improvements planned by news- 
papers over the next five years. 


Goldblatt Expands 


Goldblatt Brothers, Chicago, has 
taken a 45-year lease on the prop- 
erty at the southeast corner of 
W. Madison St. and Pulaski Rad. 
for a $2,250,000 department store, 
which will be the second largest 
of the Goldblatt stores. 


Finneran Boosts Walsh 


John A. Finneran, Inc., New 
York, has elected George J. 
Walsh, account executive, to vice- 
| president of the agency. 


—= 
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The trade-wide acceptance of the enlarged 


size and format of SPORTS AGE has 
exceeded our most hopeful expectations. 


With pre-war census figures showing an annual sale, at manufacturers’ prices, of 
close to $150,000,000, it is estimated that 1947 sales of various sports equipment, 


on the same basis, will exceed $300,000,000 ! 


And What a Market this Represents ! 


W ith a circulation now in excess of 13,000, SPORTS AGE gives you a far greater 
coverage of retailers and wholesalers of sports equipment than any other trade 
paper inthe field—as shown by latest audited circulation reports. 


Now Double Its Former Size 


You can translate this increased reader interest 
and this tremendous coverage of vital retail 
outlets into profits by scheduling your adver- 
tising NOW for early spring and summer issues. 
Take Advantage of This Extra Reach! 


Send for Rate Card or see S.R.D.S. 
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BUSINESS MAGAZINE OF SPORTS EQUIPMENT 


Advert 
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4, 1917 Advertising Age, February 24, 1947 
: proper job channels. |\Macfadden Publications, New | 
Ad Study Linked Active in the preparation of the | York, as manager of apparel ad- | —. ~ nes ee. a 
‘book was William Dumont, of|vertising for Sport. He will be in| .¥ay Yoseph Scott, formerly hea 
to Industry Need, | 


: oe he merchant’s service depart- 
Fuller & Smith & Ross, Clevel |charge of all apparel advertising | of t : p 
pagers ges plese ‘a ange coe | throughout the East and will head |™ment of International Shoe Com- 
School Shows 
CoLumBus, O.—Agencies and 


rer ; it| pany, St. Louis, has been named 
|who are engaged in advertising. up a merchandising section as it | Pany 
other units of the advertising| Scovill Appoints Root 


‘applies to apparel advertising. general sales manager in charge 
of promotion policy of Tober- 
Saifer Shoe Mfg. Company, St. 
business probably will look with; LeRoy Root has been appointed'| Post Exchange Publishing Com- Louis. oy 
favor on such booklets as “Adver- | Sales manager of the drug and cos- | pany, New York, will begin pub- . 
tising at the Ohio State Sateen. | eee See ——- of a lication in May of a new export LaRue Joins Long 
sity,’ which gives definite indica-| g. Company, Waterbury, onn. | magazine, El Detallista Interna- George LaRue, formerly in the 
y & naica- | He has been with the company’s | cional (The International Re-j|sales department of the American 


tion that educational institutions | New York office for 25 years. 'tailer), to acquaint foreign retail-| Broadcasting Company and Sta- 
are trying to measure advertising | 


| Plans Export Magazine 


ill 


me 500 : a ag F | ers with American methods of | tion KGO, San Francisco, has 
of the study courses against the yard-| Two Appoint Stebbins (advertising, selling and merchan- | joined Long Advertising Agency, 
rint in stick of the industry’s needs. | Coast - Currie Ice Cream Com-| ising. '/San Francisco. 
ting in In the bulletin outlining the|pany and the Good Humor Com-| 
has re- university’s courses related to ad- | pany of California have appointed 

news- vertising, the school has pointed| Barton A. Stebbins Advertising | _ 
© out to students the concrete duties | ule’ to direct | Your advertising to a 


most profitable field through 


ipment. J SPADE WINS WITH WILDROOT—A = — = the Picea of ——— 
hat 383 Wildroot Cream Oil label presents the ose who perform those duties. . : * ‘ 

1ipment § clinching clue to the solution of a mur- |One section of the bulletin indi- Harris Joins Sport ‘ile 
ylor be-§ der by Dashiell Hammett's Sam Spade | cates that the university will help|the fashion advertising etait of 


se can in a new color comics series in 57 Sun- : : ‘ —s 
: students in actual placement in| , > 
86 can day newspapers and in comic books. p |Parents’ Magazine, has_ joined | 


ors. The A plug for Wildroot's CBS show 
account § is worked into the opening panel. 
million BBDO is the agency. 

r news- 
rears. 


| 
| the most profitable medium 
will produce the best results 


Bigger Business 
ago, has or Railroads 


1€ prop- YY 
“nee een This Year 
ys = New YorK—Production of rail- 
act oad equipment and railroad traffic 
~ —Hmay exceed all previous records,” 
and “improvements in railway 


‘alsh rarnings may well be anticipated 
even in the face of a moderate 
c., Newfusiness recession,” Simmons- 
orge J. Boardman Publishing Corporation 
to vice-Bmphasizes in a booklet, “High- 
pots of the 1947 Railway Mar- 
ket.” 

In the 12 months ended October, 
946, it is explained, the railroads 
parned $470,000,000 of net rail-| 
way operating income. Dr. J. H. | 
Parmelee, director, Bureau of 
\ Railway Economics, has estimated | 
aan | 
hat the roads will increase earn- | 
igs $970,000,000 this year, “based | 
yn a presumptive traffic of 584) 
billion ton miles.” | 
Because railway purchases 
ailed to parallel earnings during | 
he war, Simmons-Boardman ex- | 
lains, they have “large funds of | 
eady money’” for additional | 
- quipment purchases. 
“If new equipment and plant 
uf re forthcoming without undue 
elay,” the railroads this year 
lay get “as much as $1 billion net 

ailway operating income.” 


re 


opes to Sell KFJB 


Marshall Electric Company, 
larshalltown, Ia., has applied for 


Small stores show the way... 


N.Y. 


thority to sell Station KFJB to 
@ Times - Republican Printing 
ompany, Marshalltown, for $75,- 
). The owners of KFJB are also 
ockholders in the Independent 
roadecasting Company, Des 
Loines, Which has applied for both 
M and FM licenses. 


CBC Aired Feb. 15 


Station KCBC, Des Moines, 
vned by Capital City Broadcast- 
§ Company, went on the air Feb. 

The 10,000 watt station will 
've as an outlet for Mutual 
roadeasting System. 


OK IT UP in 
he MARKET DATA BOOK! 


sc net DATA BOOK MNDUST RIAL 
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CONSUMER MARKETS EDITION 
e 


EUSINESS PUBLICATIONS EDITION 


In 1908, the nearest North Side of 
Chicago was alittle world of gaslit streets, 
white sandstone houses, arty brick flats, 
grand mansions on the Lake Shore Drive. 
The Loop was a long ride away. Here 
the quality trade was served by Russer’s 
Grocery managed by Michael O’Donnell. 
The store changed names in 1913, when 
Mr. O'Donnell took over, moved several 
times until he designed and erected the 
present building at 1051 North Rush. 

After 1920, the new bridges came, 
and the section went Greenwich Village. 
O’Donnell’s stocked cocktail biscuits and 
grenadine. Tall apartments arose along 
the Drive, the neighborhood looked up 
and O’Donnell’s attracted gourmets and 
the hard-to-please. 

Intheintervening years, the proprietor 
crusaded for shorter grocers’ hours, 
packeda private line of jam, preserves and 
pickles; stocked exotic items, today has a 
ninety percent charge, ten percent cash 
business...run by younger O’Donnells. 


Until three years ago, O’Donnell’s 
waslittlemore than neighborhoodknown. 
Then he began to use minimum space 
in The Sun on Friday food pages, drew 
amazing response from all over Chicago 
... subsequently stepped up space, featured 
squabs, choice staples, tempting curios 
...and grows and grows and grows! 

Since local grocers found the way to 
reach the best customers, any national 
advertiser can do likewise in The Sun! 

Mrs. Ethel Somers writes the daily food 
column, edits Friday food pages...makes 
news of foods, in five years has won 
interest, confidence and a large audience 
quick to respond to food advertising. 

W hile The Sun with morethan 300,000 
daily and 450,000 Sunday circulation 
doesn’t reach all of Chicago... no food 
advertiser reaches the best of it without 
The Sun, as O’Donnell’s and other local 
stores can testify. For the best prospectus 
of the best food prospects in Chicago, 
ask any Sun man for details... today! 


* CHICAGO SUN 


400 West Madison Street, Chicago 6, Ill. + 250 Park Avenue, New York 17, N. Y. 
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Seeks Label Samples | 
To the Editor: I read with in- 
terest the story in your Jan. 27 
issue relative to the new grade 
labeling program now being car- 
ried out by the Great Atlantic & 
Pacific Tea Company. In this news | 
story it was stated that the new | 
labels feature a panel suggested dy | 
the National Consumer - Retailer | 
Council—an organization which | 
has taken a leading part on behalf 
of consumers in promoting in- 
formative labeling and which has 
been successful in enlisting a num- 
ber of leading food retailers in this 
constructive program. 

As we are contemplating a re- 
vision of our labels (S&F and 
Table Queen brands) I would ap- 
preciate it very much if you would 


This department is a reader’s forum, Letters are welcome. 
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who swore he was procreating do credit House & Garden wiih 
because he was kissing a little| retail advertising. 

girl. | For your information, we ca,- 
‘ CLYDE BEDELL, ried 1,438 pages of advertising ,; 
pf ; Park Ridge, IIl. 1946, as compared with your j{\--. 
ure of 1,040 pages. 

Furthermore, our gross billing | 
over $3,000,000 instead of $2,4’ 
To the Editor: You will prob- | 038 as quoted by you. Natur: 
| ably be glad to know that we have ||] am anxious to find out why * 
In 1937 I was fooled by)}|received a number of requests for | published the above figure instcaq 
|Townsend’s claims. In 1941—still| copies of the “Firebrick Freddie” | of the correct one. 
fooled—I said in print: “The pro-|employment campaign following Tuos. L. Masson, 
fessional evaluators must know/| your story in the Jan. 27 issue. All | Advertising Director, House 


we 


National Consumer-Retailer Coun- | tailed evaluation method to stores, | Freddie’ Carries On 
cil and the name, if possible, of|although 27 were required up to 
the person to whom I might direct | several years ago. 
a request for label samples which! 2. 
they have designed. 
Tom PAUL, 
Advertising Manager, Smart & 


im 


Final Company, Ltd., Los An- jall this (impossibiilty of uni- this, of course, helps prove that | Beautiful, New York. 
geles. versally applying fixed stand- | people read ADVERTISING AGE. [Editor’s Note: Mr. Masson re- 
' 2.9 ards) and must utilize some BRAXTON POLLARD, fers to the gross dollar advertising 


Advertising Manager, A. P. 
Green Fire Brick Company, 
St. Louis. 


The Bedell-Townsend variables for attempting to weigh | 
or modify values which are as-| 


Battle Still Continues signed to the individual points.” | 

To the Editor: I hope you don’t; Many people have “minced and | 
run out of white space before we | pecked” around the edges of that | ‘ 
can get Bill Townsend to come|one—and with enough experience | Average Amiss, He Says 
out of his flag-waving and smoke | behind them, realized they couldn’t 
screen long enough to face the|get beyond the edges. that Oxford Paper ad in your Jan.|shown without retail. The con- 
issues. 3. Townsend still confuses a/20 issue? Pretty dumb. Every-|fusion arose because the asterisk 

1. He is silent on his current|pre-check of ads to see if they body excited momentarily at the denoting this fact did not appear 
use of a letter I wrote ten years contain all you know how to put/horrible thought that on this par-|in conjunction with the House & 
ago about his advertising-litera-|in them—with evaluation. 


volume for 1946, as measured by 
Leading National Advertisers, Inc. 
and reported by AA Feb. 3. Lead- 
ing National Advertisers does not 
measure retail advertising, and 
the figures for both House Beauti- 
To the Editor: Did you notice|fyl and House & Garden were 


7, ¥ 


ticular day they had consumed | Garden listing. AA is glad to re- 


supply me with the address of the | ture’s claims, to sell a 9-point bob- He reminds me of the little boy | 69,999 logs instead of their average 


consumption of 70,000. If they 


OF NORTHERN CALIFORNIA'S 


logs, their average would have to| 
be greater than 70,000, ain’t it? | 
Or do they have a new method of | 
computing averages? 
Dick IRMITER, 
Publicity, Crane Company, 
Chicago. 
7 ee 


‘House Beautiful’ Tells 


of Retail Advertising 

To the Editor: I wish to call 
your attention to the fact that on 
Page 74 of your Feb. 3 issue, under 
1946 advertising volume, you do 
not credit House Beautiful with 
retail store advertising, yet you 


port the over-all total for House 
Beautiful, and would have liked 
to present this figure for all maga- 
zines. Unfortunately, however, 
LNA figures did not show com- 
plete totals for all publications, 
and AA carefully pointed this out 
in printing the figures. ] 


vvy 

‘Sees Ray of Hope 
_+ To the Editor: In January 193: 
‘the supreme court of Massa 
chusetts held that the state bill 
board regulations restricting thei 
/use were constitutional and recog 
inized “the right of the travele 
upon the highways to a peacefu 

and unannoyed journey.” 
It is time that something wa 
done to bring to the commuter o: 


POPULATION 
RETAIL SALES 
RETAIL FOOD SALES 
RETAIL DRUG SALES 
RADIO HOMES 


PUT YOUR 
| EGGS in 


I—You Need the 
2— You Need the 
3—You Need the 


ONE COLUMBIA STATION SERVES THEM ALL! — 


In Station KQW’s primary listening area lies the 
cream of the Northern California market. Here live 
2’ million prosperous people —7 out of 10 Northern 
Californians — with an effective buying income of 


3s billion dollars. 


KQW is the only Columbia station serving this rich 
14 county San Francisco Bay Area Market — and de- 
livers it at less cost. 


area. 


-" 
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“ ao 
¢ : 7 
A 
"3 
4 


San Jose, California 
EXCLUSIVELY ¥° 
Delivers the Columbia 14 County 
San Francisco-Oakland Bay Market! 


GAZETTE LEAD 


” 740 on your dial 


San Francisco Studios 
Palace Hotel 


GAZETTE 
2nd PAPER 


*Gazette Gains were limited to 
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Represented Nationally by Edward Petry & Co. Inc. 


SCHENECTADY 


GAZETT 


REYNOLDS-FITZGERALD, INC., National Representatives 


BASKETS 


CITY SALES 
Suburban SALES 


Surrounding 


Shopping Area SALES 


The circulation of the GAZETTE covers the whole 
Schenectady market assuring your advertising 
messages complete coverage of the whole sales 


~~ TOTAL ADVERTISING ~~ 


EAR 1946 ! 
8,342,999 lines 
7,693,316 lines 


649,683 lines 


1946 GAINS OVER 1945 


996,730 lines* 
844,850 lines 


(Authority: Media Records) 


supplies of newsprint. 
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buses, 
something of 


street cars, 


trains the 


Massachusetts. 


subways and ,movement. 


charge. Then, state and regional 


First, we have had|comedian’s estimation, is “an ulcer | 
same | designs drawn up which any com-| surrounded by skin and bone.” 
jeasure enjoyed by motorists in|munity group may have without) 


The present flood of horrible affiliates of MBA adopted the en- | 


subjects in car cards may very/closed resolution. 


Now we are 


well result in the abolishment of | trying to spread the word. 


all car cards. They certainly invade 
the peace of the rider who cannot 
fail to see them if he sits in a com- 
fortable position in his seat. 


It is a hopeful sign that at least | 


a few enlightened advertising men 


like Roy Rogers in Chicago are} 


doing something toward handling 
this evil before someone rises to 
say, “There ought to be a law.” 
HELEN BEHRENDT, 
Publisher, Public Relations 
Review, Hartford, Conn. 


vwey 
‘Science Illustrated’ 
Restores Adman’s Faith 
To the Editor: 
can you get? Science Illustrated 
magazine needs a new proofreader 


for its ads, as witness its full-page 
spread in the Feb. 10 AA. 


| 


| 


We Basenji lovers object to hav-| 


ing our voiceless friend called a 
“barking Basenji.” 

But then, maybe the ad was 
okay after all, for it made me tear 
downstairs 


in their article as well. 
PaAuL EBERT, 
Publicity Director, WDAY, 
Fargo, N. D. 
P. S. They didn’t. 


7 ¥ 
No Originality Claimed 
To the Editor: Thanks a lot for 
publicizing my little Christmas 
mailing piece in your Jan. 13 issue, 
but I never did foresee the 
avalanche of rebuttals to original- 
ity, as reproduced in your column 
of Feb. 3. 
True, I never claimed original- 
ity, but I was the guy that took 
the trouble of bringing the mailing 
piece to your attention. I am still 
cringing under Miss Weinerman’s 
itriolic reply . . . almost. 
IRA RUDIN, 

Advertising Director, U.S. 
Luggage & Leather Products 
Company, New York. 


Vants ICS Material 
flor Ad Class Study 


To the Editor: In your issue of 


Jan. 20, on Page 59 you have a. 
I would like to) 


quiz on ICS ads. 
ise this page as part of a test in | 
advertising in a class I teach. 
‘ould you supply me with 25 re- 
prints? 
I would like the answers to the 
iting of the ads also. Please send 
the reprints with the bill to me 
t the above address. 
G. M. PRINCE, 


Charles L. Rumrill & Co., 
Rochester, N. Y. 
7s 2 


ant Tablets to Remind 
Public of Civil Rights 


To the Editor: We are placing | 
efore you the enclosed material 
order to elicit your opinion of | 
e project which the Monument | 
uilders of America, national as- 
ition of monument builders, is | 
rrently undertaking: 
To encourage erection in public 
ces throughout the United 
tes, tablets of stone engraved | 
' the Bill of Rights, in order to 
liarize Americans with the 
ment which guarantees their 
imental liberties. 
ecent survey by the National 
on Research Center, Univer- 
if Denver, disclosed that only 
suut of 10 adults in the U. S. 
identify the Bill of Rights 
ctly; three out of 10 never 
| of it; nearly four out of 10 
“heard of it” have no idea 
it is and one out of 10 have 
a confused impression of the 
nent. 
was this survey which 
pted the MBA to start the 


to the magazine. 
counter for a copy of SI to see if | 
they gave the silent pooch a voice | 


How scientific | 


LEN ARNOLD, 
Public Relations Director, 
Monument Builders of Amer- 
ica, Inc. 


vwy 
It's One Definition 

To the Editor: In addressing 
our distributors recently at a 
series of meetings in South Bend, 
our advertising director, Walter J. 
Daily, quoted an unusual but 
laugh-provoking definition of an 
advertising man. Its author is the 
late W. C. Fields. 


An advertising man, in that 


/me five copies of Mr. Luckman’s | 


| 


Sign Group Elects 


| H. B. Link, executive vice- 
|president of Bellows Electric Sign 
|Corporation, Akron, has been re- 
elected president of the National 
|Electric Sign Association. Other 
a. ee |officers include Jake C. Allen, 
Add Praise for Luckman |president of Southern Neon Dis- 
To the Editor: I will appreciate se ig ome go Qe ange 
: Oe : jan oger C. Hunt, president o 
it very much if you would send |Neon Art Signs, Louisville, secre- 
tary-treasurer. 


FRANK L. BRUNCKHORST, 
Publicity, Advertising Depart- 
ment, Bendix Home Appli- 
ances, Inc., South Bend. 


speech, as it appeared in the Nov. 
18 issue of ADVERTISING AGE, if | . . ‘“ 
such reprints are available. Win Toiletries Awards 
It was good of you to publish} Beauty Fashion, New York, has 
this example of forward - looking | presented 1946 awards to the fol- 
thinking. We need more of it. We lowing: Prince Matchabelli 
shall work together—or else. packaging of Crown Jewel; Rev- 
lon Products Corporation for ad- 
W. C. KoxHLer, vertising; Schnefel Brothers for 
Staff Assistant, Westinghouse promotion of Naylon nail polish, 
Electric Corporation, Pitts- |and Charles of the Ritz for mer- 
burgh. chandising policy. 


for | 


Food Group to Meet 
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Now Bowman Films, Inc. 


Ballard - Bowman Films, 
maker of 


Chicago, 


Inc., 
commercial 


photography and slide films, has 


changed its 
Films, Inc. 
is president. 


name 
Wesley 


to Bowman 


E. Bowman 


C. R. Ballard is no 
longer with the company. 


CBS Ups Hazard, Sutton 


W. Eldon Hazard and David V. 
Sutton, both with Radio Sales, the 
spot broadcasting division of CBS, 
have been named account execu- 


tives 
| partment. 


in the network sales 


de- 


Frozen Food Institute, Inc., will 


| hold 


its convention and educa- 


‘tional congress in Boston, March 


31-April 4. 


ee wAhht & 


“ALL BUSINESS IS LOCAL” 
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When you think of “national” advertising ... think a minute of this fact: 20% 


of all U. S. drug sales are made in only 17 counties, among only 19% of the population. 


You see, markets are not national . . . they’re local. Every sale your 
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advertising makes is a local transaction between a local consumer and a local dealer. 
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Multiplied many times in many markets . . . this local sale builds into national business. 
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Names Pan American 


Southeast. 
supported by smaller newspaper 


Pan American Broadcasting | ads and spot radio announcements 
Company, New York, has been | over 43 stations in that area. 


appointed sales representative of 
Radio Monte Carlo of Monaco. 


Begins Coffee Drive 


Fleetwood Coffee Company, 
Chattanooga, Tenn., has begun the 
first part of its 1947 campaign with 
1,000-line, two-color newspaper 
ads running in 11 major dis- 
tributing centers throughout the 


| 


Increases Ad Schedule 


Hirestra Laboratories, Inc., New 
York, for Endocreme face cream, 
has added Woman’s Home Com- 
panion to its regular magazine ad 
schedule, which includes Harper’s 
Bazaar and Vogue. In addition, 
metropolitan newspapers from 
coast to coast are being used. 


- 2635 SO. WABASH AVE., CHICAGO 1 


Y 
lays 


These ads are being 


Religion, Ideology 
Factors in Dutch 
Media Patterns 


New YorK—tThe incredible maze 
of European media, where re- 
ligion and political doctrine are 
inextricably woven with circula- 
tion, is mirrored in a recent report 
| by Joshua B. Powers, Inc., on the 
|press of Holland. 

The Powers company represents 
two Dutch dailies, Trouww and Het 
Vrije Volk, and 17 periodicals. 

The company reports that the 
general election of June, 1946, 
left the political assembly com- 
posed as follows: Communists 
(CPN) 10.5%; Labor, 28.3%; 
Catholics, 30.8%; Liberals (Party 
van de Vrijheid), 6.4%; Christian 
|Historical Union, 7.8%; 


Anti- | 


|Revolutionary Party, 12.9%, and| 


| Reformed Church Party, 2.1%. 
| The largest bloc, the Catholics, 
have an enormous number 


| 
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magazines are published by Zomer 
& Keuning, N.V. 

The liberal segment, numerically 
weak, is well-heeled financially, 
and some of the country’s finest 
newspapers, notably Algemeen 
Handelsblad and NRC, represent 
their point of view. 

In the last election, Communists 
made large gains, particularly in 
industrial and port cities, like 
Rotterdam. The Communist paper, 
Die Waarheid, has a circulation 
well over 200,000. 

As in all Europe, the news- 
papers of Holland are plagued by 
a newsprint shortage. They are 
primarily sold by _ subscription, 
and this trend has been reenforced 
by government edict, which al- 
lows publishers only 10% above 
subscription demands. Thus a 
claim that “90% of the copies 
go to pre-paying subscribers” 
means little. 

At one point newsprint was so 
critically short that dailies ap- 


of | peared as a single 10142x7% sheet, 


papers, most of them with local | without advertising. Subsequent 
or regional circulations. Amster-| increases (the last in October) 
dam, for instance, has three Catho- | boosted the papers until they now 
lic dailies competing with one} publish four full-size pages or 


another. 
The second major bloc, the 
Labor party, has consolidated its 


papers under De Arbeiderspers, | 


'and publishes one major daily 
| (Het Vrije Volk) in 36 local edi- 
| tions, with a total circulation of 
| 330,000, plus a host of weeklies, 
fortnightlies, etc. 


‘Trouw’ at 250,000 


| 
The militant Calvinist wing is 
represented by three parties, the 
|Christian Historical Union, Anti- 
Revolutionary Party and Re- 
formed Church Party. Trouw, 
their national newspaper, began 
publication as an organ of the 
| Underground, and replaced the 
'old Standaard. Trouw has a 250,- 
| 000 circulation, and the Calvinist 


= 
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JAMESTOWN: an Gndustial City: PLUS! 


|eight half-size pages. There is no 


limit on advertisements, but owing 
to relatively high rates and short- 
ages of consumer goods, large ad- 
vertisements are a rarity. 


Michels Joins Cowan 


Robert D. Michels, recently dis- 
charged from the Navy, has joined 
Louis G. Cowan, radio package 
company, as_ vice-president in 
charge of the transcription divi- 
sion in Chicago. Mr. Michels has 
been a Cowan stockholder since 
the company’s formation, but be- 
fore entering the service was a 
Chicago chain theater operator. 


Hersey Rejoins BPIC 


John D. Hersey, former ma) - 
aging editor of El Farmaceuti.o 
and recently released from nay .| 
service, has returned to Busine:s 
Publishers International Corpo: - 
tion, New York, international pu ,- 
lishing affiliate of the McGra- 
Hill Publishing Company, as bu-i- 
ness manager of El Farmaceuti:o 
and its new companion publica- 
tion, Pharmacy International. 


Heads Syndicate Sales 


Oscar C. Olin, for many yeirs 
active in syndicate store sales 
promotion for cosmetic companies, 
has joined American Safety Razor 
Corporation, Brooklyn, as syndi- 
cate store sales promotion man- 
ager. He will manage syndicate 
store sales on Gem, Ever-ready 
and Star brands, as well as 
Avaderma and novelty soaps 
manufactured by Lightfoot 
Schultz, an ASR subsidiary. 


Plugs Beets and Carrots 


Canadian Canners Ltd., Hamil- 
ton, Ont., through F. H. Hayhurst 
Company, Toronto, has launched 
a newspaper campaign in Canada 
featuring Aylmer diced beets and 
diced carrots. Radio is also being 
used and a distribution of recipe 
leaflets through grocery stores is 
now under way. 


Daly Joins FC&B 


Dr. Michael Daly, formerly ex- 
ecutive director of the Bureau of 
Business Research and associate 


'professor of marketing at Rutgers 


University, has joined Foote, Cone 
& Belding’s New York research 
staff. 


| Promotes McNamara 


Emmett McNamara, art director, 
has been promoted to genera! 
manager of New Center Studios, 
Detroit. 


PLUS = = A RICH HISTORICAL BACKGROUND 


Ever since 1811 when James Prendergast built his log house — the 
nucleus of the present day city—Jamestowners have made business and 
industrial history. In the 1850’s the old “keel-boats” used to carry early 
manufactured goods down the river as far as New Orleans—and James- 
town products were long well-known and wanted. 


The first citizens were quick to build a school for their children and the 
circuit-riding preachers found a warm-hearted and religious congrega- 
tion. The first bank in Chautauqua County was built in Jamestown in 


1831. 
industries 


Modern 
look to the 


Jamestown remembers 


future 


fortunate to serve this progressive region. 


with enthusiasm. 


its history with pride and its 


The Post-Journal is 


Sell Jamestown and the Chautauqua Region through 


POST-JOURNAL 
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NEW YORK 
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Change in Format 


BARRON’S 


National Business and Financial Weekly 


hffective March 3rd, 1947, BARRON’S 
will be published in a new magazine-type 
format, 


; . 
The new compact size 8}” wide b 


11-11/16” deep has four columns ‘o the pag: 


This format change will be of distinc! 
benefit to advertisers and agencies in that the 
new magazine-type page with the smalk 
column widths will now conform to standa1 
column measurements. 
tion of 


Mechanical prepara- 
advertisements will be easier with tl 


conventional size columns. 


\lthough there has been a sharp rise in 
BARRON’S circulation—64.6% (more tha 
17,000 subscribers), since the issuance of ovr 
previous 


rate card, advertising rates 


BARRON’S will continue to remain by far 
che lowest in the field. Thus BARRON > 
advertisers will continue to enjoy the ou 
standing buy in its field. 


Latest rate card and sample of BARRON 
new format will be mailed upon reques 
Write or telephone: 


Ernest ReGen, Advertising Manager 


BARRON’S 


40 New Street, New York 4, N. Y. 


HAnover 2-3125 
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Iwin-Pack Bread, w°2S"hodio Dicctcr 


Benjamin J. 

‘ Green, previous- 
lipper and All, ‘ieee. 
y can Broadcasting 

Company and 


. Feature Produc- 
Bows in South sows 


; 'rector of H. W. 
(Continued from Page 1) |Kastor & Sons 
tion in the bakery business since| Advertising 
the advent of sliced bread.” The| Company, has Py 
package incorporates two sepa-| been appointed 
rately-wrapped half-loaves which | 'adio director of B. J. Green 


: tere ; ee ; ae iat ee 

: Arthur Meyer- Graw - Hill Publishing Company,| April issue. to Chicago conventions Sime _ 
hat opens easily and quickly with | "Of & Co. Chieago BEeney. yo | ad announced a new $1,400 Tate si as elegy oF 
aes He succeeds Ken Robinson, who 1. to go into effect at the : ount, ¢ -ete., and install complete 
a zipper. has been named an account ex- last Aug. 1, to g SNPA Meets Sept. 15-17 display in your booth within 


Bakers Research Bureau, New|ecutive. Mr. Robinson will con-| 
York, is the exclusive licensing | tinue to aid in the development of 


agent. Twin-Pack equipment, per- | new radio plans. 


Montgomery Cuts the January, February and March | 9-10 to hold the group’s annual 


65 


‘that in addition all advertisers in} winter meeting in Atlanta Feb. , 


issues will be issued credit mem-| convention at the Arlington Hotel, 


a - ) « 
Rates on Science oranda for the difference in rates. Hot Springs, Ark., Sept. 15-17. 


A board meeting will be held 


’ These retroactive credits must be the evening of Sept. 14. 
Illustrated Ads used in any issues prior to Sep- ; ci 
New York — Paul Montgomery, | tember. — “a Francis Joins KGO 
publisher of Science Illustrated, The rates are based on le cur- ; oe eine 
provided advertisers with rate|rent guarantee of 400,000 circula- Vincent Francis, formerly 


: : + nati : ager of Radio Central in San Fran- 
news of a reverse-English type last | tion and the publication expects to cisco, has joined the sales staff of 


week, announcing frankly that the|pass the 500,000 mark by the end Station KGO, San Francisco. 
new rates which went into effect|of the year, the publisher de- 
Jan. 1 “are too high” and will be|clared. Science Illustrated will 


trimmed to $1,200 per page. celebrate its first anniversary as a STOP sending bulky DISPLAYS 
McGraw-Hill publication with the 


The magazine, published by Mc- 


start of the new year. Mr. Mont-| the board of directors of the 


gomery said the reduction will be| Southern Newspaper Publishers 
effective with the April issue, and| Association voted at their mid- 


Fred Mees, Bindery, SiiGx@o\o ILL. 


fected in Columbia Baking’s own | 
machine shop, is being manufac- | 
tured by the bakery division of | 
American Machine & Foundry 
Company, New York. 


Bread May Vary 


Merits claimed for the Twin- 
Pack, in addition to the zipper, 
include: (1) It permits house- 
wives to serve one half loaf while | .§e" 
the remaining half is wrapped and 
kept fresh for later use; (2) it} 
cuts stale bread waste through 
the elimination of dried-out slices; 
(3) it permits a variety of bread 
to be merchandised economically 
within one package. These fea-| . 
tures will be played up in adver- 
tising by Columbia Baking Com- 
pany and other licensed firms 
throughout the country during 
coming months. 

Just prior to the war, the pack- 
aging idea was tested in several 
southern communities by Colum- 
bia Baking, with outstanding suc- 
cess. Sample test surveys by Ross |} 
Federal Research Corporation, | | 
New York, showed notable con-| 
sumer preference for the twin 
loaves. In Greenville, S. C., for 
instance, Twin-Pack bread was| 
chosen by more than three-fourths 
of the housewives interviewed. 

Twin-Pack merchandising was} 
halted by the war, because of | 
paper restrictions which made 
double wrapping impossible. With 
the last. of the restrictions now 
over, the merchandising program 
was turned over to Bakers Re-| 
search Bureau for syndication. | 
Wholesale bakers who have al-| 
ready adopted the Twin-Pack in-| 
clude firms in California, Penn-| 
sylvania, Wisconsin, Oregon, New 
York, Indiana, Ohio and New 
England. In all, 46 wholesalers | 
have contracted to produce and 
market the bread. 


$50,000 Monthly Advertising 

Columbia Baking is giving the y 4 
new product an auspicious send- GL a? 
off, its initial plans calling for aas’' 
an advertising and merchandising , 
program involving the expendi- 
ture of more than $50,000 a month 
for the first six months. It oper- 
ates 14 plants in the Southeast and 
Will distribute the bread through 
23,000 grocers. 

The sectional campaign will in- 
clude space in 96 newspapers for 
the first 18-week campaign, em- 
‘racing all major markets in| 
Which the company has distribu- | 
ton. One or more ads will run 
each week. Spot announcements | 

ll be used for a 26-week period | 
ver 40 radio stations, for a total 
almost 20,000 individual an- 
neements. Affiliates of all four | 
r networks will be used, al-| 
igh the introductory announce- 
ts were produced by NBC. 
ipporting these major media, 
imbia Baking will employ 
e-sheet posters in 23 cities; 

ven and eight-color truck post- 
re and store display material. 
imbia Baking salesmen also 

distributing a campaign book 

guide and American Machine 
Foundry Company has issued 
emi-technical booklet explain- 

the Twin-Pack machinery. 
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Les Johnson, V.P. and Gen. Moar. 
Affiliate of Rock Island Argus 
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Nerius to Salescrest | A tf A d G 
M. W. Nerius, formerly with} mos n n y 0 

Montgomery Ward and Sears, Roe- | 

buck & Co., has been appointed | s 


merchandise, manager of  Sate- IAQ No, 3 Spot 
facturer’s sales organization. : . 
in Hooperatings 
Potut of Sale [A PE New YorK—Amos ’n’ And 


radio’s perennial blackface favor- 
hihi ites stole the spotlight in C. E. 


| Hooper’s Feb. 15 rating report by 
| clocking up a gain from 24.2 to 30.9, 
| jumping them from eighth to third 


TOPFLIGHT TAPE CO. 


HUBER BLOG... —— YORK, PA.. 


j D EPARTMENT .. 
STORE | 


Department store sales keep climbing in 
Worcester, according to Federal Reserve Bank 
figures. Compared with a 1945 index of 100, 
the latest report shows that sales for the first 
10 months of 1946 zoomed to 130. Thus 
Worcester maintains its long held leader- 
ship in department store purchases over 
major New England cities—Boston, 126; 
New Haven, 126; Providence, 124; Port- 
land, 122; and Springfield, 120. There’s a 
golden selling opportunity in this prosper- 
ous New England metropolis—the hub of 
a $300,000,000 market— for those who 
use the tremendous pulling power of the 
Worcester Telegram-Gazette. Daily cir- 
culation is in excess of 140,000, with 

more than 95,000 on Sunday. 


Th TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS 


3 GEORGE F BooTH Pubésher- oS sey 
MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
OWNERS of RADIO STATION WTAG 


CAN BE WRITE 
FURNISHED 
WITH FOR 
DEALER CIRCULAR 
IMPRINT 


BRILLIANT ILLUMINATED PRODUCT 
IDENTIFICATION AT POINT OF SALE! 
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place in the nighttime popularity ably will be headed by Rep.| JULIAN STREET 


parade. 
Although they are regulars in | 


| 


Brown once it has the —— 


. ‘ LAKBVILLE, CONN.—Julian Street 
of the full House, will direct its ‘ 


| 67, a co-founder of Street & Fin- 


Hooper’s first 15, the veteran com- |attention toward study of an| ney, New York, but better known 
|edy team, heard for Lever Bros. |Alaskan newsprint industry,| as novelist and essayist, died of ‘ 


on NBC, has never before thus| 
far this season reached as high 
as the No. 3 berth. 

Procter & Gamble’s “FBI in 
Peace and War” on CBS also made 
news by climbing into the first 15 
| for the first time this season. 
| Average evening sets-in-use for 
the first half of February was 34.3, 
up 0.7 from the Jan. 30 report and 
up 1.7 from one year ago, Hooper 
/reported. The average evening 
|rating was 11.3, up 0.4 from the 
| previous report, up 0.8 from a 
year ago. 

The total sponsored hour index 
was 714%, compared with 72% on 
the previous report and 78 one 
year ago. 

The first 15 evening programs: 


1. Fibber McGee & Molly....... 33.4 | 
2 eT Oa ers 
ee es ae. eee oe 30.9 
c. De RE? 5 sacadesews nae s 27.8 
ae eee eae 27.6 
SG; CRePiS MIOCMPUNY .6.ccccccds 26.7 


Ja, We RA er 
S. Walter Winchell «oxic sccwces 22. 


Ae eee | 
RU. BRUNE SM SOVOEM: 66 '5.6 in. 0.005030 22. 
ca SL Sas wavedxe badass cee 
12. Screen Guild Players........ 21.2 
13. Mr. District Attorney........ 21.1 
14. FBI in Peace and War...... 18.8 
15. Great Gildersleeve .......... 18.5 


Bing Crosby, whose Philco show 
on ABC reached 11th place on the 
Jan. 30 report with a 20.6 rating, 
skidded to 23rd place on a 16.3 
score. 

In the daytime competition, 
“Young Widder Brown,” “Ma Per- 
|kins” (CBS) and “When a Girl 
Marries” tied for rating honors. 
Average daytime sets-in-use was 
19.4 and the average daytime 
|rating 5.3, both figures represent- 
| ing increases over the last report | 
|and one year ago. The sponsored | 
| hour index was 82%, a gain from | 
|81 on the last report, but a drop 


|from 91% one year ago. 
| The top 10 daytime programs: 
| 1. Young Widder Brown......... 8.3 
2: BE DOP CCRC e055 cease 8.3 
3. When a Girl Marries.........+.% 8.3 
| 4. SR ec atiebes bees 0825 8.0 
| 5. Breakfast in Hollywood 
BO eee eee ee rire a2 
6. Romance of Helen Trent...... 7.8 
Ts BGMMIORG WOES Saks cc ivesisne ye 
S. Bote Beith Beaks: 6k cae cadens 7.4 
OD: SPE BODES: 6 iiss os ww eed ak 7.3 
9 


110, Bight 6 BMapniness. .... 026006 7.2 


Meredith Named 
to Steer Senate 
‘Newsprint Quiz 


| WasHIncton—The newly recon- 
stituted Senate small business 
|committee has appointed George 
|F. Meredith, former president of 

the American Public Relations As- 
|sociation, as its executive direc- 
| tor. 

Mr. Meredith’s first assignment, 
according to the committee chair- 
man, Sen. Kenneth Wherry (R., 
Neb.), is to complete the com- 
mittee staff in preparation for ex- 
tensive hearings on the news- 
print shortage, to get under way 
March 4, 

The hearings are to be con- 
{ducted by a subcommittee headed 
iby Sen. Homer Capehart (R., 
|Ind.) and including Sen. Harry P. 
/Cain (R., Wash.), Edward Mar- 
itin (R., Pa.), James Murray (D., 
|Mont.) and Allen J. Ellander 
(2, Ss.) 

As the committee prepared to 
resume the work that had been 
started by the previous Senate 
small business committee under 
Sen. Murray, the House moved 


gation. 


| 
| 


through hearings to bring out the! cerebral hemorrhage in his home 


investments and other steps that | here Wednesday. Members of his 


would be required. | family said he had been working 
The appointment of Mr. Mere-| oy a motion picture script and ap- 

dith, who recently established his parently was in good health. 

own public relations business here, Mr. Street at one time worked 


came as a surprise. , ; as a newspaperman on the old 
He had been executive vice-| yew York Mail and Express. His 
president of the American Asso-| works included “Abroad at Home.” 
ciation of Small Loan Companies 1914; “Mysterious Japan,” 192: 
in 1942, and was one of the “Rita Coventry,” 1922, and “Where 
founding members of the Ameri-| paris Dines,” 1929. 
can Public Relations Association. va 
Subsequently he was with the 
public relations department of the THOMAS CRABBE 
National Association of Manufac-| New York — Thomas Mackay 
turers, but resigned after a few|Crabbe, 41, vice-president of Ro; 
months to return to public rela-|S. Durstine, Inc., died here Feb, 
tions work in Los Angeles and|15. Mr. Crabbe was with Batten, 
Washington. Barton, Durstine & Osborn for 15 
years, and later was assistant ad- 


Resigned from APRA vertising manager of Colgate- 
Last fall he resigned from Palmolive-Peet, before joining the 
APRA in a dispute centering |Durstine agency. 
around negotiations for merger 


with other public relations groups. ALVIN W. TOLLE 

The Senate small business com- Cuicaco—Alvin W. Tolle, west- 
mittee’s newsprint hearings, which|ern advertising manager of Dell 
will “last quite a while,” will| Publishing Company, was killed 
delve into many of the problems/Feb. 15 in an auto accident near 
raised by Sen. Murray in a report|here. Mr. Tolle served with the 
shortly before the old committee|Kresge Company before joining 
retired. The committee will hear| Dell, with which he had served 
government officials, association | since 1932. 
representatives, and small pub- — 
lishers who are pressing for M. F. MURDAUGH 
restoration of some form of news- Duruam, N. C.—Marshall F. 
a are Murdaugh, 52, advertising direc- 
tor of the Durham Herald since 


Kelly Joins ‘NY Times’ 1918, died Feb. 13. He formerly 


Michael J. Kelly, formerly with | sige gem the —— pee 
O’Mara & Ormsbee, has joined the |" @8@ was a founder a wie: 
New York Times as a member of | President of the Carolinas Adver- 
the Chicago advertising office. tising Executives Association. 


PER Te, See q 


ALLAN C. McINTOSH, publisher Rock County Star-Herald, Luverne, 
Minnesota; Director of NAS; V. P. of Minnesota Editorial 
Association; still in his 30’s, a true representative of weekly 
newspapers. Audited circulations are his hobby; 
encouraging other weeklies to go ABC. 

POLITICALLY, he informs his readers of state and national affairs. 
Residences of 68.8% of state senators, 62.2% of state 
representatives are in communities like his (under 10,000 

population) and rural areas. Aggressively installing modern 
methods, advertisers can depend on him as an 
influential ally in their marketing problems. 
THROUGH NAS, you can reach all or any specific part of over 5,000 
weeklies, easily and quickly, in one custom-made package. 
Requires one over-all order—we'll handle all details— then send 


you one invoice. Space-buying made simple, and at no extra cost. 


At a session Tuesday, the rules | 


ey 


NEWSPAPER ADVERTISING SERVICE, INC. 


toward its own newsprint investi- | 


GIVES CONTINUOUS 
ADVERTISING 
DAY and NIGHT 
YEAR AFTER YEAR 


HEXCO 


Golden Glow SIGNS 


DEEP ENGRAVED IN EDGE LIGHTED 


NON-SHATTERING LUCITE 


315 W. Quincy St. 
PRODUCTS, INC. c...539 


committee approved a resolution | 
by Rep. Clarence Brown (R., O.) | 
establishing a select committee to | 
study new sources for newsprint | 
and other papers. 

The House group, which prob- 


SEATTLE 


301 White Bidg 188 W 


Business Corporation of the National Editorial Associatio 
CHICAGO 


NEW YORK 


Randolph St. 70 E. 45th St. 
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Steamship Lines 
Renew Pleas for 
‘Wings for Ships’ 


WASHINGTON—Steamship lines 
took their fight for “wings for 
ships” into the advertising col- 
umns Of Washington newspapers 
last week, with full-page inser- 
tions offering to fly the mail from 
New Orleans to San Juan, Puerto 
Rico, without government finan- 
cial aid. 

The advertisement, prepared by 
Henry J. Kaufman & Associates 
here, Was in the form of an open 
letter to the Civil Aeronautics 
Board attacking a decision to pay 
a heavy subsidy to Chicago & 
Southern Airlines for performing 
the service. 

Translated into dollars, the ad 
said, this means that Chicago & 
Southern required government aid 
of $169,300 a month or more than 
$2,000,000 a year for the New Or- 
leans to San Juan run. 

Sponsored by the sea-air com- 
mittee made up of steamship lines 
that have -been fighting for per- 
mission to establish air service, the 
ad points out that as far back as | 
June, 1940, the Waterman Steam- 
ship Line had applied for permis- 
sion to make the New Orleans-San 
Juan flight, at no expense to the 
government. — 


Pioneered Trade Routes 


“For the last several years, 
American flag steamship com- 
panies have endeavored to secure 
from your board the right to oper- 
ate aircraft in conjunction with the 
ocean trade routes they have pio- 
neered,” the ad said. 

“You have consistently denied 
this right to American steamship 
companies. At the same time bi- 
lateral agreements have required 
you to grant permits to foreign 
flag airlines either wholly owned 
or effectively controlled, by for- 
eign steamship interests which 
compete with the American flag | 
companies whose rights you have | 
denied. 

“You have decided route cases | 
against American flag steam- | 
ship companies and in favor of do- 
mestie airlines. 

“Projecting these domestic air- | 
lines into the complicated business 
of foreign trade in which they 
have had no practical experience, 
is depriving American exporters | 
of their markets, American work- | 
ers of wages and the American 
merchant marine of cargoes.” 

Though the ad appeared in all | 
Washington dailies, no out-of-town 
schedule was released. Other ads | 
are to follow. 


Tucker Torpedo Names 
Durstine as Agency 


Tucker Corporation, Chicago, 
maker of the Tucker Torpedo 
automobile, has appointed the 


Chicago office of Roy S. Durstine, | 
Inc., as its advertising agency. | 
Pilot models of the revolutionary 
hew automobile are now being | 
completed and are expected to) 
ve ready for public showing | 
Shortly. Advertising and promo- | 
Non plans are now being devel- | 
oped. 

John Jenkins, automotive and 
aviation editor of the Chicago 
Daily News for the past 12 years, 
will join Roy S. Durstine as ac- 
Count executive on the Tucker 
account, working with Ellis J. 

vers, manager of the office, 

was formerly advertising and 

director of Nash Motors and 

! in the Ruthrauff & Ryan 
We'roit office. 


\ Join Rogers & Smith 


ndall E. Brooks and Wanda 
itt, both formerly with Tracy- 
e Company, Dallas, and G. E. 
nm, previously with Caller- 
s, Corpus Christi, have joined 
Dallas office of Rogers & 
th as account executives. Mr. 
on will be public relations 
tor for the State Fair of 
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general manage- 
ment of the 
agency. Mr. 
Ramsey and Mr. 
Naeckel founded 
the agency in 
1921. 

Other new officers are: 


compared with printed readership 
| studies. 

| Radio people are laboring under 
lan unjustified inferiority complex 
‘which causes them to get “knots 
\in the stomach” when they are 
A. C./\ asked to produce “circulation” fig- 


worth their cost because being a 
pertinent measure of actual ad- 
vertisement exposure in every in- 
stance, their significance is high. 
“No competitor of radio can pro- 
|duce measurements so relative, so 
| pertinent to the advertisement it- 


© iy 
Issued Quarterly; 
Mailed for the 
asking to National 
Advertisers and 
Recognized 
Agencies. 
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Be your own Form-Designing Expert... 


Form-Designing Kit con- 
‘taining 26-point form 
check-list and form-print- 
ing Specifications Sheets. 


Revised Manual lists all 
Hammermill papers made 
today . .. grades, colors, 
sizes, weights, finishes .. . 
conveniently indexed. 


Form Layout Rule. Carries 
inch and pica printer's 
scales, also typewriter 
pica and elite scales. 


Layout sheets (typewriter 
pica and elite-spaced) for 
designing forms to exact 
size required. 


“How to Design a Busi- 
ness Form" gives econom- 
ical sizes, suggestions, 
and other designing helps. 


Send for these 5 Useful Tools!... FREE! 


E’LL SEND this complete set of Hammer- 

mill helps to you free. With them you can 

design time- and money-saving business forms ex- 
actly fitted for the job you want them to do. Use 
the 26-point check-list to test the efficiency of 
your present forms. You may find that you should 
combine some, eliminateothers, 

¢ or design entirely new ones. 

3 Whatever is needed, these prac- 


tical tools will provide expert, professional guid- 
ance, make your task easy. Just mail the coupon 
below. 

Choose paper for your forms from the NEW 
Hammermill Bond line...the bright white... 
and the fourteen pleasing, sharply defined colors. 
The coupon below will bring you the NEW 
Hammermill sample book in addition to the 5 
form-designing aids. Mail it now. 


LOOK FOR THE WATERMARK ...IT IS HAMMERMILL’S WORD OF HONOR TO THE PUBLIC 


Hammermill Paper Company 
1459 East Lake Road, Erie, Pennsylvania 


Please send me—FREE—the Hammermil!l Form-Designing Kit, “How 


to Design a Business Form,’ the Manual and the Form Layout Rule 
(BO) N [D) Include also a sample book of the NEW Hammermill Bond. 
> Name_ pruinsceephinaiagnaansiaidmiieamenainmstiog — i 
Companion papers for office use include 
= F . “4 Position i 
|. Hammermill Mimeo-Bond and Hammermill Duplicator (Picase attach to, or write on, your business letterhead) aa 
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Photo by Roger Coster from Rapho-Guillumette 


FARM BOY ON AN ESCALATOR 


Back on his father’s tired farm, B. Earl 
Puckett never dreamed he would ride up a 
department store escalator to become “‘the 
greatest retailer of our time.’’ Today, even 
competitors say so. In his 14-year reign 
over Allied’s 70 department stores, sales 
have risen to $370,000,000—profits from 
$25,000 to $20,000,000. The story is told 
in the March issue of FORTUNE.* 


Also in FORTUNE for March, readers will 
find stories of two industries in trouble: 
coal and radio... of two industries on the 
make: slot machines and budget-travel... 
of a science revolution brewing in foods 


and drugs as well as management-wise 


reports on Japan’s chances of being on the 
level . . . and the ghost-like chance of a real 
U. S. budget reduction. 


There are almost a quarter of a million 
people who pay $10 a year to find out 
about such things. They are the managers 
of American business, to whom business is 
still the ‘‘dominant force in American life,”’ 
and to whom FORTUNE is an indispensable 
source of fact and enlightenment, available 
nowhere else. No wonder more business- 
men are reading FORTUNE today than ever 
before in its history. No wonder advertisers 
use FORTUNE to make a lasting impression 
upon American management. 


See “Puckett of Allied Stores,” page 123, FORTUNE, March, 1947 


No. 13 in the “Man of Adventure” series 


Contents of FORTUNE for March 


.. The U. S$. Does a Job: The Japanese leopard is changing his 
spots: the change may be more than skin-deep. 


.- Coal: The Industrial Darkness: Our No. 1 resource, mined 
inefficiently, shipped wastefully, and consumed foolishly. 


..-Coal Miner: Portrait of a veteran miner, or—what makes a 
man strike for John L. Lewis? 


.» Revolt Against Radio: Let ‘em have soap opera, if they want 
it, but maybe they don’t. 


.. The U. S. Budget: |f Congress can cut it, it will be a miracle. 


.. Electronized Chemicals: Potential revolutions in foods, chem- 
icals, oils, drugs. 


.- Britain's Billy Butlin: From whom the U. S. travel-resort busi- 


ness can learn something about low-cost planned vacations. 


.» Machine as Salesman: The Rowe Manufacturing Company and 
“automatic merchandising’’—how the cigarette money rolls in. 


.»» FORTUNE Survey: First returns on the independent vote for 
the next president. 
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Advertising Age, February 24, 1947 


BPHOTOGRAPHIC REVIEW OF THE WEEK 


SOOTHSAYERS—Editorial executives of five clearing and marketing business papers are all set to discuss “Consumer Price 

Trends and the Business Outlook for 1947" recently over the Mutual network. Left to right: Eldridge Peterson, Printers’ Ink; 

Roger Barton, Advertising & Selling; Maxwell Fox, Tide; Henry LaCossitt, former editor of Collier's, now a Mutual commen- 

tator, who served as moderator; S. R. Bernstein, Advertising Age, and Philip Salisbury, Sales Management. The editors were 
chosen from the National Conference of Business Paper Editors. 


ky tei: Wisp 


Stays pe Fe 


Biggest Name in Peanuts. f 


‘BIGGEST NAME' LAUNCHES NEW DRIVE—Opening a new outdoor cam- 
paign for Planters Nut & Chocolate Co., Wilkes-Barre, Pa., is this full-color 
24-sheet, prepared and placed by Lynne-Fieldhouse, Wilkes-Barre. Starting in 
Cincinnati, the campaign is scheduled for 10 other midwestern cities this year, 
ith 140-line newspaper ads running weekly during the period of the outdoor 
drive. Another outdoor campaign, using the same designs, has been released 
in several cities on the Pacific Coast. 


COUNTER ATTACK—The genie trade 
character who works for Knapp-Mon- 
arch Co., St. Louis, calls attention to 
the K-M Magik Mist insecticide bombs 
in this new counter display. The center 
of the unit provides space for folders 
explaining how to use the product. 
Olian Advertising Co., St. Louis, han- 
dles the account. 


DNPA BOARD MEETS—Newsprint shortages came in for a thorough study at a 

ecent meeting of directors of the Southern Newspaper Publishers Association in 

Atlanta. Leaders of the discussion were, left to right: E. B. Stahlman, publisher 

pf the Nashville Banner and SNPA president; Walter C. Johnson, of Chat- 

anooga; James E. Chappell, Birmingham, Ala., and George C. Biggers, presi- 
dent of the Atlanta Journal and chairman of SNPA. 
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“PIE CRUST. 
Mix 


LEMON Pie 
, Me 


X FAMILY GROWS—Four new mixes—gingerbread, flap jack and pumpkin 
c lemon pie—have been added to the Simple Simon line by Burry Biscuit 
Elizabeth, N. J. The original quartet included pie crust, biscuit, bran 
and corn muffin. A series of four-color pages will break in the March 15 
ssue of The Saturday Evening Post, with Radco, Inc., New York, in charge. 
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ADMEN MEET NEWSPAPER WRITERS—Guests at a dinner and show given by the Dallas News Feb. 


bers of the paper's editorial staff to advertising people included, 
Corp., New York; J. B. Wilkinson, vice president, Franke-Wilkinson-Schiwetz, Houston; 
Locke, Dallas; Thomas F. Conroy, president, Thomas F. Conroy, Inc., San Antonio; 

Broiles Co., Fort Worth, and Harry D. Guy, national ad director of the Dallas News. 


1WO pointers for 
delicious fruit pancakes / 


, Ly pointer 


Add apple clres te the batts 


¢ of nmagination into 
He Gake cookery pe t Preenere et 
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Watch Parka 


look first for PARKAY / 


OFFERS RECIPE VARIATIONS—Kraft Foods Co.'s 1947 campaign for Parkay 


margarine, featuring color photographs, will appear in a list of national 
magazines throughout the year. A series of black-and-white pages telling the 
Parkay story is scheduled in What's New in Home Economics and Forecast for 
Home Economics. Needham, Louis & Brorby, Chicago, handles the account. 


‘DAILY NEWS’ DINERS—Heading up the speakers’ table at a conference dinner of the advertising department of the 
New York News are (left to right) Lynn Dickey, advertising department, retired; 
F, M, Flynn, general manager; Col. Robert R. McCormick, editor and publisher, 
advertising manager; Richard W. Clarke, executive editor, and P. B. Stephens, business manager. 


Ivan M. Annenberg, circulation director; 
Chicago Tribune; Thomas J. Cochrane, 
(Story on Page 16.) 


11 to present mem- 
president, Color Production 
Raymond P. Locke, president, Tracy- 
Rowland Broiles, president, Rowland 


left to right: R. E. Travis, 
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650 Art Directors 
Form New Society 


New YorK—The art directors 
clubs of New York, Philadelphia, 
Chicago, Boston, and Los Angeles, 
with a total membership of 650, 
have formed the National Society 
of Art Directors to promote a pro- 
gram of common interests and 
standards of practice for adver- 
tising and editorial art throughout 


The society’s first president will 
be Gordon C. Aymar, past presi- 
dent of the New York club. Other 
officers, all elected for two-year 
terms, are Frank Kilker, The 
Saturday Evening Pest, vice-presi- 
dent; Harold Jensen, Tatham- 
Laird, Chicago, second vice-presi- 
dent, and Arthur Hawkins Jr., 
Alley & Richards, New York, sec- 
retary-treasurer. 

Two members from each of the 


clubs will compose the board of | 


|geles—Richard G. Williams, 
Schmidt Litho, and Robert H. 
|Clark, RKO; Boston, Leonard 
'Sanderson, Alley & Richards, and 
Ralph A. Woodfell, BBDO; Chi- 
| cago, Mr. Jensen and George S. 
| Lyman, Roche, Williams & Cleary; 
Philadelphia, Mr. Kilker and Guy 
Fry, Gray & Rogers; and New 
| York, William A. Irwin, Dancer- 
Fitzgerald-Sample, and Mr. Ay- 
mar. 

Discussions are under way con- 
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tionwide exhibitions of advertis- 
ing and editorial art, similar to 
the annual show run by the New 
York club, and creation of a na- 
tional advertising art week, dur- 
ing which the exhibitions would 
be held. 


Dreer to Aitkin-Kynett 
Henry A. Dreer, Inc., Phila- 
delphia, seeds and _ horticultural 
supplies, has placed its advertising 
with Aitkin-Kynett Company, 


Ratings Important {Adv 
ButNot Enough, ja Be 


Is Nielsen's View |Rate 


| (Continued from Page 1) (Ce 
|rating that is a true measure of feveryth 
audience size, we cannot assume ffeard to 


the country. 


representatives: From Los An- 


‘cerning a possible series of na- ~hiladelphia. 


that audience size prdvides a meas. His s 


~ 


MANCHESTER BODDY 


President and Publisher 


LO $ 


W.. never thought we'd have to 


explain a reeord like this? 


- 


TIME WAS when announcement that the 
Daily News had topped all other Los Angeles 


daily newspapers in Total Display Advertising — 


volume for an entire year would have caused no 
little eyebrow lifting ‘in the trade”’ and, frankly, 
the Daily News would have shouted such news 
from the housetops. 

But today it’s a topsy turvy world we're living 
in...1946 was an abnormal year (aren’t they 
all)... newsprint was scarce...it was a seller's 
market... Los Angeles was growing by leaps 
and bounds.. .all local newspapers were rationing 
advertising space and turning down business 
left and right. 

Yet the fact that the Daily News led all other 
Los Angeles daily newspapers in Total Display 
Advertising for the entire year of 1946 simply 
cannot be brushed off. Any time a daily news- 
paper carries more than 7,000,000 lines of display 
advertising in a year and beats all of its competitors 
by a wide margin, it’s news in anybody’s language 
and as such has definite significance. Let us ana- 
lyze the facts in this particular case. 


Why Did The Daily News Lead 
In Total Display Advertising ? 


Because in 1943 in order to cooperate to the fullest 
extent with our Display Advertisers, we discontin- 
ued publication of Classified Advertising entirely 
and have not, and will not, reinstate this type of 
advertising until such time as ample newsprint 
supplies permit. 

Because we deliberately allocated a substantial 
proportion of our limited newsprint to Display 
Advertising in order to build good will and to render 
a public service to business during a critical period 


of economic and merchandising reconversion. 
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JANN & KELLEY, INC. 


National Representatives 


Did The Daily News Sacrifice 
Circulation In Order To Carry 
More Advertising ? 


Candidly, yes. 

Obviously we could not have allocated the amount 
of newsprint to display advertising which we did 
during 1946 and at the same time kept pace with 
the anomalous situation which produced a news- 
paper circulation race in the Los Angeles market 
in the face of a newsprint shortage. Here again we 
pursued a balanced operation by earmarking sufh- 
cient newsprint for circulation growth to enable 
the Daily News to more than keep up with the 
percentage of population increase in this area. 
Furthermore, we confined this circulation growth 
to the Los Angeles metropolitan retail trading area 
where it would do the most good and where today 
the circulation of the Daily News is well above 
the 300,000 mark. 


Did The Daily News Sacrifice 
Editorial Coverage In Order 
To Carry More Advertising ? 


Definitely not! 

Each year of newsprint scarcity has found the 
Daily News a bigger and a better newspaper 
from the standpoint of news, editorial and feature 
coverage. Instead of cutting down on features 
and news coverage during this period, the 
Daily News has actually added many new features, 
so that today the Daily News publishes more top 
flight, nationally known features than any other 
newspaper in the West. 

Thus the leadership of the Daily News in total 
Display Advertising for the entire year of 1946 
over all other Los Angeles newspapers has been 
the result of a Balanced Operation whereby an in- 
adequate newsprint supply has been apportioned 
equally and fairly to serve both our Readers and 
our Display Advertisers. 
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Exec. Vice-Pres. & Gen. Mgr. 


NEW S PA PER is the new advertising and 


ure of program popularity,” since which hb 
important variables such as net- }hough 
work, competing programs, pre- ff dimi 
ceding and following programs fRive ope 
'and promotion must all be taken fFaise 40 
| into account. el post 
| “The big profits from radio ad-fKrom re 
|vertising go to those sponsorsfmail, d 
whose programs reach most ef-fbrders, 
ficiently those types of homes thatfto two 
-are the biggest buyers of theirffivery f 
product,” he said. ‘These differ-§ It be 
;}ences in the market pattern offhoweve 
various commodities, when com-fRate di 
bined with the differences in thef§nined | 
type of audience reached by vari-fhesides 
ous programs, create very widefPost Off 
| difference in the efficiencies with N 
_which various programs can sell a 
given product.” For ¢ 
pointed 


rojecter 
be cut | 
b bookk 


_ Need More Than ‘Thermometer’ 


Ratings alone can’t provide 
qualitative answers like this, Mr, 
Nielsen asserted, likening ratings{fepartm 
‘to “the doctor’s fever thermom- fos, su 
eter, which does no more than in-j™ment 
form the patient as to how sick heple Sen: 
is and tell him whether he is get-ake a 
ting better or worse.” Difice pé 

Ratings, like the fever thers Hou 
mometer, are better than nothing#Sking \ 
but using either unaided require@ment jur 
a long drawn out period of exe 458,0 
perimentation, whereas the use of@9-87%—\ 
other diagnostic tools accelerateg¥? only 
and eases the problem of findingy Jt is 
a correct solution, he declared. #Pembers 

“No longer is it necessary,’ h¢ yhen Mr 
said, “for the patient to suffer, off4"8 Spe 
even die, while the doctor cong! the 
ducts a long, uncertain series q™mttee v 
speculative experiments — w i tgphedule 
only the fever thermometer to telgoDS wit 
‘whether his guesses were right om Sen. L 
wrong. m publi 

“Similarly, in the field of radiqf#@" 25° 
‘diagnostic research’ techniqu vale grac 
have been developed to guide thg'© Prope 
advertiser or program producegsher tk 
with speed, directness and cer The de 
‘tainty, to a more profitable levagst of st 


|of operation.” - ased on 
‘ , . F f 1 cent 
Commercial Audience’ Rating pte, plu: 


| As an example of his concept @andling 
“diagnostic tools” and their us Wor 
|Mr. Nielsen said that his servic . 
has recently developed a prec\M§ The ne 
measurement of the percentage @ould pre 
homes hearing one or more of tonal re 
commercial announcements on 946 traf 
program. “We call this rating tMfuarter o 
‘commercial audience,’ and mal%ided it 
of our clients already feel that thi0 of ne 
will prove the most important @ass rey, 
the eight different types of rag ooo, 
ings we furnish,” he reported Sensing 
aan oar ‘Mm woul 
pers ar 
ns nov 


Ickes Starts Series 


Former Interior Secretary Haro... 
L. Ickes will bow in as a rac,’ 
commentator March 4 over Stati. 
WGAY, Silver Spring, Ma. 
Washington suburb. His 15-m! 
ute program will be carrieca ¢ 
clusively on WGAY but transcr 
| tions may be offered later to 
stations. Under the 13-week 
| tract Mr. Ickes reserves the 
to approve or disapprove 
sponsor. 


White Named Genera! 
Manager of KYW 


| Robert E. White is general 
ager of KYW, Westinghouse 
tion in Philadelphia, and no‘ 4 
vertising and sales promt 
manager, as reported in AA f® 
| 10. Arthur Schofield, who 
ducted a special market surv« 
Station WTAG, Worcester, ! 


co 


promotion manager, succe 
William Y. E. Rambo, resig! 


te : « : - ‘ nh Po baie a =i . ; ; 
|_| 
' 
| FS ee 
| 
; Pei EEE 
| ee 
| 
7 
. ee 
| > ee —™’™EeEeEeeeeeeee 2 
_ 
| — 
| BP 
Ps 
rr 
| = 
Ww 
= Se: 
: | ) “ 
bul 
? as Wer 
| ass: 
fter 
vork 
als 
* elf-susta 
7 \ ving | 
AY 1 div 
| ° om the 
a 
P S ‘ ; h 
*Seignae * os e 
elin 
1 i cla 
| ee ‘isin 
ee apes. 
a Po ee ent 11 
¢ to 
| ee po WCTeases 
: MEP, w 
| 
i . 


4, 1947 


int. (Advertising Takes 
fa Beating at P.O. 
w {Rate Hike Inquiry 


1) (Continued from Page 1) 


sure of feverything from the penny post- 


assume ficard to postal notes. 

ameas-§ His suggested increases, most of 
,” since Evhich he said should be tried even 
as net- Fhough they might bring the law 
is, pre- (of diminishing returns into effec- 
rograms tive operation, would theoretically 


e taken raise 40% more revenue from par- 

el post and third class, 30% more 
dio ad- From registered, insured and c.o.d. 
sponsors mail, double the fees for money 
1ost ef-fprders, put the postcard rate up 
nes thatfto two cents, and the special de- 
of theirfivery fee to 20 cents. 


> differ-§ It became apparent at once, 
ttern offfowever, that the outcome of the 
2n com-fFate discussions will be deter- 


s in thefmined by a lot of considerations 
by vari-—pesides the figures offered by the 
ry widefPost Office at the hearing. 

‘ies with 


Non-Revenue ‘Entry?’ 
an sell a 


Wentzel 
out quickly that the 


For one thing, Mr. 
pointed 


ometer’ Brojected $300,000,000 deficit could 
rovidegpe cut by $100,000,000 merely by 
this, Mr bookkeeping entry crediting the 


hepartment for non-revenue func- 
ions, such as the delivery of gov- 
rnment mail. For another thing, 
he Senate committee is sure to 


z ratings 
hermom- 
than in- 
NW sick he 


ake a searching look at Post 
Difice payrolls. (The correspond- | 
ig House committee is already | 
sking why Post Office employ- 
ment jumped from 294,000 in 1939 | 
» 458,000 now—an increase of 
5.8%—while the workload moved 


1e is get- 


rer ther 
. nothing) 
requires 
d of ex: 


he use 0! 

eceleratege? Only 27.3%.) 

xf finding It is significant of committee | 
clared. B embers’ thinking, however, that 
sary,” he yhen Mr. Wentzel promised some- 


ing specific on second class rates | 
rr the March 4 hearing, the com- 
littee warned that it wants a 
thedule weighted to hit publica- 
ons with heavy advertising. 

Sen. Langer suggested a surtax 
m publications containing more 
1 of radiqgean 25% advertising, with the} 
ale graduated so that the heavier | 


suffer, 0 
ctor con 
series ¢ 
— witl 
ter to te 
e right 0 


techniqu , ad 
guide th@ee proportion of advertising, the | 
produce igher the rate. 
and cer lhe department had offered a 
able levagost of second class “suggestions” | 
ased on an across-the-board hike 
\ } i, cent for each pound and zone 
” Rating Bite, plus a minimum charge for 
concept 0 ah ae each second class item. 
their Ul = Would Add $18,000,000 
his servic 
a preciM§ The new zone and pound rates | 
centage @ould produce $18,000,000 of addi- | 
rore of tonal revenue on the basis of 
ents on §§46 traffic. If a charge of a 
rating | . larter of a cent per item were 
and n lded it would produce $31,000,- 
el that t thg)0 of new revenue. Total second 
iportant Gass revenue in 1946 was $33,- 
yes of rails ooo. 
portec Sensing that the charge on each 
m would apply to weekly news- 
pers and other small publica- 
S now passing at minimum 
tary Harfte; ~=committee members re- 
as 8 idiplled. 
om ‘B‘How about the big ones?” 


lis 15-mi ked Sen. Dennis Chavez (D., | 
carried eM M.). “Can’t they assume more | 


t transcr > burden?” 

ter to “““4 Mr. Wentzel, who is now deputy 
-week Cir assistant postmaster gen- 
es the "§'R:| after 47 years in Post Office 
prove “Bie work, rejected hair-raising 
als to make second class 
’ ustaining.” These changes, 
snera’ ving a five-fold rate increase, 
; | divert many publications 
eneral 0m the mail, and wreck many 

ghous¢ ers, he warned. 
and no lo eliminate the $148,000,000 
_ prom"%cond class deficit, zone rates on 
in AA ** tising portions of publica- 
who would have to go from the 
2 so fsent 1144 cents in the first two 
g and nes to 10 cents, with similar 
succecdi@gteases in other zones until the 
, resig! th, where the rate would be 
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22 cents a pound instead of the 
present 7 cents. 

Similarly the rate on reading 
portions would go from 1% cents 
to 10 cents a pound and the rates 
on other second class. service 
would go to 10 cents a pound. 


“Obviously the rates are higher | 
than the traffic will bear and they | 


would force a very considerable 
portion of such matter out of the 
mails and would result in the dis- 
continuance of many _ publica- 
tions,” Mr. Wentzel said. 


The alternate schedule, which | 
doubles rather than quintuples the | 
second class revenue, provides for | 


extra charges on publications con- 
taining more than 50% advertis- 
ing, for newsmagazines desiring | 
expeditious treatment, and for| 
small publications having more} 
than eight or 16 copies to the 
pound. 

Under heavy fire, Mr. Wentzel 
conceded that publishers might | 
absorb some rate 
“could not go all the way.” Pub- 
lications are adapted to the pres- 
ent costs, he said. 


Will Protect Weeklies 


He gave several specific arith- 
metical illustrations to show that 
publications would be unable to 
absorb the full cost assigned to 
second class mail. When he said 
that the 10,000 weeklies would be 
especially hard hit, Sen. Chavez 
broke in. “The committee will 
protect them,” he said. 

At the prompting of Sen. Her- 
bert O’Conor (D., Md.) Mr. 
Wentzel agreed that it might be 
possible to double second class 


|/revenue “without taking it out on 


the little fellow” by doubling the 
zone pound rate on advertising 
and the pound rate on reading 


| matter. 


These rates, applying largely to 
daily newspapers and _ national 
magazines, hit relatively few 
weeklies and small daily news- 


papers. 
Debate had turned to second 
class when Sen. Raymond E. 


Baldwin 
the service should lose so heavily. 


| “TI can understand a loss on read- 


ing matter,’ Sen. Baldwin said, 
“but shouldn’t an advertiser pay 
the cost of distributing his adver- 


| tising?” 


Wentzel Defends Ads 


“Advertising performs a useful | 


\function,” Mr. Wentzel reminded 
the committee. “People read it. | 
It creates a desire for better | 
things, and helps raise the stand- 
ard of living.” 

“Billboards do, too,” said Sen. | 
Edward J. Thye (R., Minn.). “Is 


it fair for publishers to ride in| 


on the coattail of someone else’s 
tax dollar?” 


“That’s up to Congress,” said | 


Mr. Wentzel. “The Post Office 
Department is here to serve all 
the people in any way it can to 
make life more happy.” 

Sen. Thye, who played a lead- 
ing role in the afternoon’s dis- 
cussions, feared that second class 
“was a much abused public serv- 
ice.” Like Senators Chavez, 


/O’Conor and Langer, he wanted 


to know how a new scale could 
be weighted: to hit the “big fel- 
low.” 


Cites Postcard Value 


Proposals for parcel post, reg- 
istry, insured mail and third class 
hikes raised important questions 
for the business community. The 
penny postcard, too, had great 
commercial implications, the post 
office witnesses warned. 

Committee members insisted on 
“self sustaining” rates for cata- 
logs, merchandise parcel post and 
money orders. “By subsidizing 
these,” 
quire the local merchant to pay 
part of the mail order houses’ op- 
erating expense. Then he has to 
compete with them. It is like cut- 


increase but 


(R., Conn.) asked why | 


they complained, “we re-| 


Last Minute News Flashes 
Glaser, Crandell to Promote Chinese Foods 


Cuicaco—Glaser, 
serves and jellies, will introduce a 


Crandell Company, producer 


of Everbest pre- 
new line of Everbest Chinese foods 


in April issues of Better Homes & Gardens, The Saturday Evening 


Post and other magazines. 
sprouts, chow mein noodles, 
chop suey soy sauce. 


Boston — Gillette Safety Razor 


Included in the glass-packed line are bean 
chop suey vegetables, bead molasses and 
Earle Ludgin & Co. is the agency. 


Gillette Resumes Valet Auto Strop Razor Copy 


Company is running a four-week 


| newspaper test in Akron and Reading for a new Valet Auto Strop 


razor, last advertised about eight 
600 to 300 lines. 
is the agency. 


National advertising may follow. 


Insertions range from 
Maxon, Detroit, 


years ago. 


‘Expands Spot Radio for Alligator Cigarets 


| RichHMoNnD—Larus & Brother Company is expanding its spot radio 


| campaign: for Alligator cigarets from Hartford, Conn., 


| Springfleld and Worcester, Mass., 


to the Boston, 


markets. The cigarets, featuring 


“air-washed tobacco,” have been on the market for about four 


months. 


Duane Jones Company, ivew York, is the agency. 


Stinson Division Names Straughn A. M. 


Wayne, Micu.—Robert W. Straughn, who prior to joining the Stin- 
son sales department served with Chrysler Corporation and the Chev- 


rolet and Allison divisions of General Motors, has been appointed 
| advertising and sales promotion manager of the Stinson division of 


Consolidated Vultee Aircraft Corp 


Revere Promotes Cooking 

NEW YORK 
business paper campaign for Re 
color half-pages will appear in 
monthly spread in The Saturday 
appear in seven business papers, 


& Keyes is the agency. 


TWA to Resume Magazin 

New YorK—Trans World Airlir 
| zines since December, will resume 
magazines are tentatively on the 
pages. 


on Revere’s “Exploring the Unknown” 


oration. 


Utensils 


Revere Copper & Brass is launching a magazine and 


vereware cooking utensils. Two- 
eight magazines, plus boxes in a 
Evening Post. Ten insertions will 
and the utensils will be promoted 
show on Mutual. St. Georges 


e Series 
1es, which has been out of maga- 


its magazine schedule in May. Six | 


list for color and black-and-white 


The schedule was canceled during the first quarter as TWA 
trimmed ship after a difficult year. 


Kudner Agency has the account. 


| 
| ting his own throat.” 

Here are some highlights of 
post office testimony: 

Pestcards: A loss item. They 
are used more widely by business 
| than by individuals. IBM has de- 
| veloped special machines to en- 


able business to exploit this low | 


rate. They are widely used by 
| utilities. More than 4,000,000 a 
month are mailed by auto dealers. 
Third Class: In attempting to 


raise $32,500,000 more from this} 


service, Post Office would raise 
|direct mail advertising from 1% 
cents for each 2 ounces to 2 cents | 
|for 2 ounces plus a cent for each | 
| additional ounce. Bulk rates would 
go from 12 to 16 cents a pound 
and the minimum from 1 cent to 
| 1% cent per item. New rates 
would still 
| third class deficit. 

| Fourth Class: New scales go be- 
| yond those considered by the 
House last year and are specially 
designed to hit weight and zones 
most commonly used. For ex- 
|}ample, a 12-pound package in the 
|second zone goes from 21 to 33 
cents. Though resigned to some 


feel these rates would drive cata- | 
logs from the mail and generally 
hurt mail order business. Rates | 
intended to add $60,000,000 to 
revenues which totaled $209,000,- 
000 in 1946. 

Insured, C.O.D., and Registered: 
New rates to add $14,000,000 to 
these services (1946 revenues 
totaled $48,000,000)! 

Special Delivery: First class up 
from 13 cents to 20 cents, other 
classes from 17 cents to 25 cents 
for the first two pounds. 

Money Orders: Proposed rates 
theoretically double old ones. 

In spite of the committee’s 
militancy, the hearing broke up 
on a sobering note as Senators 


the Post Office when money order 
rates were increased two years 
ago. Old rates had to be restored 
to save the business. 


Forbes Agency Moves 
Claire Drew Forbes Advertising 
Agency has moved its offices from 
248 San Marcos building to 3 W. 
Victoria St., Santa Barbara, Cal. 


leave a $30,000,000 | 


increase, major mail order houses | 


recalled that banks under-priced | 


CBS and RCA to 
Record Met's Operas 


Columbia Recording Corporation 
last week signed a five-year con- 
| tract with the Metropolitan Opera 
Association of New York to record, 
for the first time in history, full 
operas direct from the stage of the 
opera house. Two operas, form- 
ing albums of perhaps from 15 to 
20 records each, will be recorded 
|each year. 
At the same time, RCA Victor 
|}announced it had signed an im- 
| pressive list of Met artists to do, 
|exclusively, full-length operatic 
| recordings — outside the opera 
| house. 


National Guard to Air 


Paul Whiteman Series 
The National Guard, through 


with the American Broadcasting 
Company, on Feb. 26 will begin a 
series of weekly 
casts (Wednesdays, 
on the ABC network featuring 
Paul Whiteman and his orchestra, 
singers and prominent guests. Sec- 
retary of War Patterson will speak 
on the premiere broadcast, origi- 
|nating from Washington. 


| ‘Cuts Radio Price 


ering of AM radio receiver prices 


be radio-phonographs and FM sets | 


1it the market in increasing num- 
bers, is the announcement by Em- 
erson Radio & Phonograph Cor- 
poration that the price of its 
seven-tube portable model has 
been cut from $49.95 to $39.95. 
Emerson said the reduction was 
designed to widen the consumer 
market and step up production. 


B & B Promotes Pattison 


Henry O. Pattison Jr., a vice- | 
president of Benton & Bowles, | 
New York, who joined the agency 

| in 1942 from the J. Walter Thomp- 
son Company, where he had been 
a copy group chief, has been ap- 


pointed copy chief of B&B. 


‘Appoints Poyntz Agency 


Alford R. Poyntz Advertising, 
Toronto, has been appointed to 
direct the advertising of Roberts 


Biological Laboratories, Toronto. 
Plans are now under way for in- 
troduction of a new ointment 
| product. 


N. W. Ayer & Son, in cooperation | 


half-hour broad- | 
9 p.m., EST) | 


An indication of a general low- | 
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Kudner LandsNew 
Texaco Air Show; 
Bracken Dropped 


New YorK—Kudner Agency 
landed a chunk of the Texas Com- 
pany’s advertising budget last 
week when the oil company can- 
celed the Eddie Bracken radio 
show, handled by Buchanan & Co., 


|effective after the March 23 broad- 
|cast, and signed to replace it with 


a new Tony Martin show starting 
March 30. 

Time will be the same—Sun- 
days, 9:30-10 p.m., on the full CBS 
network. 

Buchanan keeps its other Texaco 
billings, including the Metropoli- 
tan Opera broadcasts, outdoor and 
industrial advertising. Other Texas 
Company accounts are divided 
between Newell-Emmett (general 
magazines and newspapers) and 
Erwin, Wasey (Havoline motor oil 
and Marfak). 

The Martin show, which will 
feature “big name” guest artists. 
will carry a heavier talent budget 
than its predecessor. Failure of 
the Bracken show, launched with 
fanfare last fall (AA, Sept. 2), to 
pull a better Hooperating than it 
boasts is given as the reason for 
its cancellation. On the latest 
Hooper report the program ran 
95th, with an 8.7 rating. 


Wholesalers Plan 
Air Jaunt, Talk 
with Customers 


PHILADELPHIA — Executives rep- 
resenting 20 leading wholesale 
houses here plan to make a good- 
will air tour of eastern markets 
this spring to promote closer rela- 
tions with their retail buyers. 

In the trade’s first combined 
effort to do business by air, the 
group will leave Philadelphia 
aboard a chartered airliner, have 
breakfast in Washington, lunch in 
Pittsburgh, dinner in Harrisburg 
and return to Philadelphia the 
same night. In each city retailers, 
who will receive their invitations 
by mail, will be guests of the 
executives. 

Promoter of the triangular air 
trip, for which the date is yet to 
be set, is the Wholesale Council 
of the Philadelphia Chamber of 
Commerce and Board of Trade. 
Its aim is to humanize the whole- 
sale business by putting its top 


i|men in direct touch with the re- 


tailers. 

“Tt will give the retailer a 
chance to sit down and chat with 
the wholesaler,” said Wilford Jor- 
dan, head of the chamber’s do- 
mestic bureau. “Heretofore his 
only contact with the wholesale 
house was an address or tele- 
phone number.” 

In a letter to wholesalers, he 
warned that they face trouble be- 
cause of high prices, high trans- 
portation and labor costs, and 
transportation delays. The air 
trip, he added, will give them a 
chance to clear up possible mis- 
understandings as well as_ to 
dramatize their business. 


Tampa Case Decided; 
W. Va. Tax Proposed 


The Florida Supreme Court 
Tuesday upheld the right of the 
City of Tampa to impose an an- 
nual license tax on the Tampa 
Times and Tribune. The tax, which 
varies according to gross income, 
is unlawful under the U. S. Con- 
stitution and gives city officials 
undue search rights, the news- 
papers had contended. The court 
held, however, that the tax does 
not abridge freedom of the pres: 
(AA, Dec. 30). 

In West Virginia last week, a 
legislative bill was introduced 
under which advertisers would be 
required to pay a 2% consumer 
sales tax on purchase of radio 


time or space in any media. 
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HAIRE PUBLISHING COMPANY, 1170 BROADWAY, NEW YORK 1, New York * Boston * Pittsburgh * Chicago * Detroit + St. Louis » Los Angeles * Atlanta * Lo 
Also publishers of: HOUSE FURNISHING REVIEW * HOME FURNISHINGS MERCHANDISING * LINENS AND DOMESTICS « CROCKERY AND GLASS JOUR 
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ECTIVE COVERAGE OF 


FASHION BUYERS 


The world of fashion is an ever-changing, hard-hitting, 
high-pressure, sales promotion operation. 


It is a business that requires experienced specialists of the 
highest type with heavy responsibilities, who must be on the 
alert for all types of information that affect their specialized 
fields. 


The specialized buyer in fashions must not only know the 
trend of fashion, but he must be kept keenly conscious of his 
part in the general fashion picture. That’s why the specialist 


That’s why the Haire highly specialized Fashion papers 
have won for themselves a leadership and an intense reader 
interest built and maintained through long years of edi- 
torial concentration and development of their specialized 
fields. 


The advertising response that this intense reader interest 
has developed makes the Haire Fashion publications abso- 
lute leaders in their fields. In most fields we.carry more ad- 


tHe 5 


in fashion needs a specialized book edited only for him. 


paper “‘first”’ on your advertising sc 


kedule. 


>CORSET AND UNDERWEAR REVIEW — leader and spokesman in fash- 


ions and merchandising of foundation garments for 34 years. By delivering in- 
tensive coverage of department stores and corset specialty shops and resident 
buying offices, it has always carried more advertising in the field than all com- 
peting papers combined. 


>FASHION ACCESSORIES —for 36 years the only publication of accessories. 


It concentrates exclusively on buyers of gloves, jewelry, blouses, handkerchiefs, 
scarfs, neckwear, belts, flowers, hair accessories, umbrellas and novelties. It’s the 
merchandising authority and trend-analyst in this tremendously important field. 


> INFANTS’ AND CHILDREN’S REVIEW —10r 21 years the only independent 


merchandising magazine and the only one with paid ABC circulation. Independ- 
ent, untrammelled, highly experienced editorial service makes it the unanimous 
first choice of retailers everywhere. First in circulation (and paid circulation), 
first in advertising, first in buyer influence. 


>LUGGAGE AND LEATHER GOODS — HANDBAG BUYER - ‘or hai 


a century (since 1898) the only specialized magazine devoted exclusively to 
buyers of luggage, handbags and personal leather goods. Has won the responsive 
interest of department stores, specialty shops, chain and mail order houses from 
coast to coast. Carries more advertising than all other trade publications in the 


field combined. 


>NOTION AND NOVELTY REVIEW —with an unbroken record of 81 years’ 


service (1866) as the only specialized magazine that provides complete editorial 
and merchandising service to these industries. Department stores, chain stores 
and wholesale houses throughout the U.S. gladly testify that this guide and 
spokesman for the industry has promoted the notion department to its present 
importance in merchandising—where one out of every ten department store sales 
takes place. 
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A word to advertisers—through these publications 
you reach all the interested buyers—without waste 
of effort, circulation or money. 
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